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“THE HARDWARE DEALERS' MAGAZINE” 


PUBLISHED EVERY OTHER THURSDAY 


DISSTON D-8 
Now $2 


20 


AT RETAIL 


Sweeping Price Reductions on all Disston Hand Saws, Effective at Once, Increase your Selling Opportunities 


Now you can sell “The Saw 
Most Carpenters Use” at a price 
that makes it the saw for every- 
body to use. 

At $2.50 over the counter the 
Disston D-8 is the greatest hand 
saw value on earth. 


Mechanics who have put off 
buying, and men who other- 
wise would buy lower grade 
saws, will be glad to get the fa- 
mous Disston D-8 at this new low 
~~~». Cash in quickly, by doing 

T isy, simple thingsat once: 
200* p.9’s in your window, 
H2e show card, “More for 
v.1BI oney—Disston D-8—The 
lost Carpenters Use — 


D-7 $2.25 D8 $2.50 
D-12 $3.75 D-115 $4.50 


Now $2.50—reduced from 
$3.25.” Display D-8 at your 
tool counter with a card show- 
ing the old price and new. 


Tell every mechanic, and all 
others, that now is the time to 
get a saw, because now you can 
sell a genuine Disston D-8 for 
only $2.50. 


Get a newspaper cut from us 
and, in your next newspaper ad- 
vertisement, show Disston D-8 
as a special at $2.50. 


You wanted lower prices so 
you could make more sales. 
Disston leadership gives them 
to you. Use these lower prices 
and get the business: 


D-23 $2.75 D-17 $3.50 
D-15 $4.50 Pa rices are al 


inch saw: 


Henry Disston & Sons, Inc., The World’s 
Foremost Saw Makers, Philadelphia, U.S. A. 


More for 
your money 


DISSTON 
D-8 


“The Saw Most 
Carpenters Use” 


Now $2 


trom $325 ™° 


Make a display like this for your window 
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of Standardized 


Mechanical Rubber Goods 
@ 


The Boston Line of 
Garden Hose 





A Standard Brand for Every Need 


Good Luck Hose Wash- 
ers sell for 10c a pack- 
age, showing you a, 
splendid profit. Two L 
gross (24 cartons) in 
display container as 
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HOSTON WOVEN HOSE & HUMBER ¢ 












The most imitated nozzle on 
the market. Never equalled 
in quality. Each nozzle packed 
in a separate carton. 12 car- 
tons in full color lithographed 
display package. The fastest 
selling nozzle in the world. 






















Known everywhere by name and “ 
recognized as .ne standard friction $ ee 
tape of the country. Nationally 

advertised. in 1, 2, 4 and 6 ounce 

rolls; in full color cartons all 







packed in handsome full color dis- 
play containers. 


BOSTON WOVEN HOSE & RUBBER CO. 


Makers of Quality Rubber Goods for Fifty Years 


Works: Cambridge, Massachusetts Postal Address Box 5077, Boston, Massachusetts 
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Remington, 


LY@SLETTER 





THE ONLY SHOT THAT COUNTS IS THE SHOT THAT HITS 


SHOULD IT BE NECESSARY FOR A BUYER TO BE 


SUPPLIED WITH A SEARCH WARRANT? 
(A True Story) 


A FRIEND telephoned me. He was leaving the 
next morning on a duck shooting party. He 
uses a Remington gun and prefers Remington am- 
munition. He telephoned me long distance that 
he couldn’t get our shells in the town. I asked 
him to give me the order. I told him the shells 
would be delivered at his hotel that evening. 
“But,” he replied, “you cannot ship them from 
New York. There isn’t time.” I replied, “I tell 
you the shells will be at your hotel this evening.” 


I got quickly on the telephone to a neighboring 
town where I knew one of our dealers carried a 
complete stock of Remington shells. I gave the 
order for 300 Nitro Express shells, assorted 4, 5 
and 6 shot. I told them to have a boy take the train 
or an automobile to this neighboring town and 
deliver these shells without fail. At six o’clock my 
friend telephoned me the shells had arrived. “Snappy 
work,” he commented. 


The next day we checked up this town. We found 
there was a dealer carrying a complete stock of 
our shells, but unfortunately his store is not on the 
main street. His store is not conveniently located. 
Most of the better dealers carry our line, but even 
the best hardware stores are not always on the 
main street. I am wondering how much business 
this merchant and other merchants have lost on 
Remington ammunition because of their locations? 


I am wondering if it wouldn’t pay for dealers so 


REMINGTON ARMS COMPANY, 


situated carrying Remington ammunition to place 
during the shooting season two or three line ads 
in the daily local paper, reading simply: “We carry 
a complete stock of Remington shotgun shells and 
ammunition.” Hunting parties are frequently made 
up quickly. Shells must be had at once. A dealer 
even on a side street carrying the most popular 
brand should cash in by advertising for the business. 


The Camel cigarette advertisement states: “I’d 
walk a mile for a camel.” This may be true if the 
man who wished the Camel knew when he walked 
a mile he could get the Camel, but he certainly 
wouldn’t attempt to walk a mile if he wasn’t sure at 
the end of his walk he could get his favorite cigarette. 
Very few people will hunt around town very much 
for their favorite brand of loaded shells. But if they 
knew the name of the dealer and they were sure they 
could get the shells, they might walk a block or two 
blocks, or they might telephone to this dealer to send 
the shells. The boy’s trip would have been saved. 
The telephone charges would have been saved. The 
local merchant would have sold 300 shells if this 
sportsman, a regular shooting man, had any means 
of knowing where he could get these shells in this 


town. 


It should not be necessary for a buyer to use a 


search warrant to get f H 
the goods he wants. ( : 


President 


Inc., BRIDGEPORT, CONNECTICUT 


Originators of Kleanbore Ammunition 


MANUFACTURERS OF ARMS, AMMUNITION AND CUTLERY 





The Greatest Value Ever Offered—The Remington Standard American Dollar Pocket Knife 
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IT’S HERE! The Sweeping Sensation for Carpets and Floors! 
















| A NATION’s | 
| SWEEPING PROBLEMS: 












as well as Your Own 
Selling Problems... 


Alert merchants will be quick to grasp the 
selling possibilities of this new sweeper, 
incorporating, as it does, patented features 
which minimize household drudgery and 
assure maximum sweeping ease, efficiency 
and cleanliness. Quicker sales with less 
selling effort; quicker turnover, greater 
volume, interesting profits—a French 


Wat OF ee a) ee Oo 


Sweeper tie-up gives you all these! 





REMOVABLE DIRT BOTH BRUSHES SIMPLE TO SWEEPING BRUSHES LOWER AND 
CONTAINER REMOVABLE CLEAN RAISE AUTOMATICALLY 
Now you can empty a sweep- To clean either Floor or Car- By removing brushes and dirt Lowering handle from waist- Raising handle above waist- 
er without carrying it to place pet brush, grasp metal end, container, entireinside of the height to knee-height causes height causes brushto rise and 
of dirt disposal. Brushes turn press in spring-catch ...and French sweepercan beclean- _ brushtobear morecloselyinto sweeplightly.Rotation of brush 
inwardly, forcing dust com- out it comes...just liketaking | ed for utmost sanitation,and — rug fabric, or when using floor __in one direction assures un- 
pletely into container, assur- a music-roll from player piano. safe use even in sick rooms. brush, more closely to floor. disturbed nap, adding lustre. 


ing Sanitation. 


SWEEPER MFG, CORP BUYERS! See the FRENCH Sweeper 


at the NATIONAL HOUSEFURNISHING SH 
Makers of the FRENCH Sweeper 


500 FIFTH AVENUE Mas 
NEW YORK CITY SWEEPER MFG. CORP'N 
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Genuine O. AMES 


The Shovel That Built America 







Constantly copied but never equalled, 
the Genuine O. Ames is still the 
standard for comparison 





FIVE REASONS WHY O. AMES LEADS 


1. O. Ames straps are electrically welded. 


2. O. Ames labels are die pressed into the handle 
. our new process for marking eliminating the 
torn label ... a valuable merchandising feature. 


3. O. Ames are equipped with the Cadmium plated 
Armor-D Handles. The strongest and most com- 
Fortable handle yet invented. 


Ly. O. Ames bend ... constantly copied but never 
equalled. 


5. O. Ames has balance and hang developed 
from 158 years of shovel making experience. 





The famous Ames Bend, which allows ASK YOUR JOBBER 


the hand to slide closer to the load, 
gives perfect balance and a sense 
of lightness. Easier for the shov- 
eler and better for shoveling. 


LEADING ABW BRANDS 


O. AMES PONY 

RED EDGE HUSKY 
MONONGAH GOLD BUG 
KNOX-ALL HUBBARD 
PACEMAKER SOCKET 
BRONCO SHANK 


AMES BALDWIN WYOMING SHOVEL Co. 


PARKERSBURG, W. VA. 
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EXACTING WORKMANSHIP 


FINER materials, more exacting workman- 
ship, greater skill in fabrication make a 
superior product. That's why our Tubular 
and Split Rivets are better than average. You 
can sell them in the knowledge that their 
driving and setting qualities are correct, that 
they will do efficiently the job they are sup- 
posed to do, and bring your customer back 


for more. 


TUBULAR RIVET 
& STUD COMPANY 


Boston- 





The largest fac- 
tory in the world 
devoted to the 
manufacture of 
Tubular and Split 
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Columbian Buoy Line. 


e will give the 
ian, for any other purpos ra 
Sr cnuinnaie Sell your ee 
ki ~ pins fishermen recommend. 
in _—Co 


Tape-Marked. 
COLUMBIAN ROPE COMPANY 


352-80 Genesee Street . 
Auburn, “The Cordage City,” N. Y. 


Orleans 
hes: New York Chicago Boston New 
Branches: 


COLUMBIAN 
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Boston, 
Gentlemen ; 


With Sane, 


We can also 


We remain, 
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CHARLEs F, GUPTILL Co. 





CHANDLERY AND FISHING SUPPLigs 
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® Westinghouse is the only manufacturer 
today making a quality, hermetic-type 
refrigerator priced to compete with “‘con- 
ventional” open-type designs. The West- 
inghouse Dual-automatic Refrigerator is 
backed by a powerful name .. . but it sells 
strictly on its own features of beauty, sim- 
plicity. convenience and economy. On a 

is of dollar-for-dollar value .. . sales 


possibilities .. . ——- .. . advertising 
oe t. 


terms... and pro .. the Westing- 
se Refrigerator offers you the most 
valuable franchise in the industry today. 


®@ There are today no better vacuum clean- 
er values on the market than Westing- 
house. The Westinghouse “Silver special”’ 
stationary-brush cleaner is outstanding 
at a list price of $29.95. The ‘“Duster- 
Cleaner,” light, handy and versatile, has 

a sensation in all markets. A new 
motor-driven-brush companion model to 
the “Silver Special” rounds out the most 
interesting line of cleaners ever offered. 
It will pay you to investigate. 


@ Westinghouse now offers the new Dual- 
automatic Flavor Zone Range. With an 
utterly new and revolutionary type of 
control... with the new totally-enclosed 
and faster “Corox” Quick-Cook Unit... 
Westinghouse range dealers are in an 
enviable position to cash in on the ever- 
wider swing to electric cookery. Flavor 
Zone ranges in every style...at ev 
price ... round out a complete line. 
vertising, merchandising and complete 
selling plans make sales and profits easier 
than ever to obtain. 
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Will you hold these winning cards? 


A hen sitting on a china egg may have the 
best intentions in the world, but she can’t hatch 
a single chicken. And a retailer with unsalable 
merchandise on his shelves and showroom floor 
is bucking the biggest obstacle in business to- 
day. Isn’t it time right now to face the facts... 
shuffle the deck... and make sure that the 
hand that’s dealt you in 1933 has plenty of aces? 

Here’s what .we mean. There’s a lot of electri- 
cal merchandise being manufactured today. 
No merchant can stock it all. So why not con- 
centrate on the line that’s setting the pace... 
in style, reputation, quality, efficiency, eye- 
appeal, service and value? A line that’s made 
to sell... and made to sell through smashing 
national advertising . . . local tie-in campaigns 
... store identification, dealer helps, education, 
colorful literature and other tested, sure-fire 
material! 

The Westinghouse name means something 
on an electrical appliance . . . to your customers 
and to you. One Westinghouse product sells 
another. The Westinghouse line is complete. 


The Westinghouse Merchandising Department 
is a live-wire, up-to-the-minute organization 
which during 1932 brought out more new, sales- 
stimulating products than any other electrical 
manufacturer. 

Westinghouse offers you stabilized profits . . . 
and more of them. Right now we are swinging 
into a big range season with the marvelous new 
Dual-automatic Flavor Zone and other top- 
value Westinghouse ranges. New vacuum clean- 
ers offer amazing new style and efficiency. The 
Westinghouse refrigerator franchise is today 
the most valuable in the industry. And these 
are only a few of the money-making oppor- 
tunities that a full-line tie-up with Westing- 
house can provide. 

Start 1933 right by getting the facts on these 
opportunities! Westinghouse plans for the com- 
ing year are even more interesting than those 
that enabled so many dealers to show a real 
profit on Westinghouse merchandise in 1932. 
Write, wire,’phone or mail the coupon today for 
important information. 





Westinghouse Electric & Mfg. Co., 


Merchandising Dept H. A. 1-5-33, Mansfield, O. 


Send complete details on money-making possi- 
bilities with Westinghouse merchandise lines. 


Westinghouse 


The LINE of Least Resistance 


I orgy cue ans g's Se aterderg a a ue a phane CRIES CS 

REFRIGERATORS RANGES LAUNDRY EQUIPMENT Te ee ee a ee ae 
VACUUM CLEANERS IRONS TABLE APPLIANCES Pore 

MIXERS WARMING PADS ee 
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CORTLAND BRONZE 
Defies The Saltiest Air 


This rust-defying screen cloth has lasted some home owners from 20 to 
30 years. If a screen cloth can withstand salt air, acids and gases that 
jong you needn't worry about the service it will give under normal 
conditions. Made of 90°/, copper and 10% zinc. The zinc resists 
corrosion and supplies the required tensile strength. 


Plan To Carry CORTLAND BRONZE Next Season 


It never rusts. Has the elasticity of hard steel wire cloth. We control 
every operation from raw material to finished product. Furnished in 
14, 16 and 18 mesh in even inch widths 18” to 42”, also 48” double 
selvage. 100 lineal feet to the roll. Neatly labeled. Individual car- 
tons. Our other brands include: 


CORTLAND GRAY- 

WICK CORTLAND PREMIER CORTLAND BLACK 
Made from rust-resisting, 50% heavier than the A durable painted wire 
copper-bearing open standard 12 mesh cloth. icth at a | he ia 
hearth steel further pro- Made from rust-resisting °°" @* & 'OW Price. Mink 
tected by electro gal- copper bearing steel. formly woven and finished 
vanizing and a coating of Specially adaptable for in hard elastic enamel. 
white transparent varnish. doors. 


All grades of our Screen Wire Cloth are made to comply with specifica- 
tions adopted by the Bureau of Standards, Department of Commerce. 
Your Jobber will supply you. 
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Now shipped in 
strong individual 
roll fibre cartons. 











CORTLAND 


POULTRY NETTING 


Illustrated below is Net-Wick the 
Straight-Line Poultry Netting—a 
new combination of mesh and 
gauge wire that makes a perfect 
poultry fence. Hangs straight 
without use of top or bottom 
boards. 

At the right is Hen-Chick (com- 
bination mesh). Poultry Fence 
adaptable for all poultry from 
chicks to turkeys. Both types are 
popular sellers. 
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* 
COMING SOON 


a Brand New, Radically Improved 


KAMPKOOK 


AMERICA'S FAVORITE CAMP STOVE 


























Soon we shall announce a completely 
new line of American Kampkooks. § They 
will have all the exclusive, patented fea- 
tures of former Kampkooks, such as remov- 
able fuel tanks and instant lighting, wind- 

proof, non-clog burners, PLUS important 
new features never before thought possible 
on any camp stove, which will make the 
new Kampkooks by far the most merchan- 
disable line of camp stoves on the 1933 
market. | 

Write for full information and prices. 


Buy No Camp Stove Until You See the Kampkook 


American Gas Machine Co., Incorporated 
Albert Lea, Minnesota 
360 Furman St., Brooklyn, N. Y. 4242 Hollis St., Oakland, Calif. 
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Zinc jnsufared 


Zinc-Insulated Fence 
Steei Fence Posts 
American Steel Gates 
Poultry Fence 
Netting 
Nails, Staples 
Barbed Wire 


National Expandin 
Anchor End & Comal 
Posts 
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“1 INCREASED PROFITS by 
REDUCING MY INVESTMENT “’ 


AMERICAN STEEL & WIRE COMPANY . 7 
It's simple as A-B-C. When you buy your wire products from 


several different sources you have so many different brands to 
“sell” your customer on. 
How much better it is to buy from a single source—not only less 

Mee bother—but MORE PROFIT. You can often make rea) savings 

; on quantity orders and delivery. By selecting the American Steel 

& Wire Company as your source of supply you get this advantage 

We —plus the line that's first in sares—first in demand—and first in 
profit, throughout the country. 
Now—is the time to investigate. Write us today. 

1831 
AMERICAN STEEL & WIRE COMPANY 


208 South LaSalle Street, Chicago SUBSIDIARY OF UNITED\UsS STATES STEEL CORPORATION Empire State Bldg., New York 
94 Grove Street, Worcester AND mr AL ames First National Bank Bldg., Baltimore 
Pacific Coast Distributors: Col ling, Sen Francisco Export Distributors: United States Steel Products Company, New York 
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“CHICAGG” 


TRADE MARK REG US. maT OFF 


The WORLD’S GREATEST Roller Skates ¢ 
Lighter — Stronger — Faster 


Built like an Auto—Strongest Chassis—Rubber Shock Absorbers 
—Oscillating Trucks—High Speed Ball Bearings—Free Wheel- 
ing and just one model to stock for Boys, Girls and Grown-ups. 


A Wheel Within a Wheel 


‘““CHICAGO’S’’ LATEST EXCLUSIVE FEATURE 
Quick Sales—Better Profits and Good Will 


This feature alone triples the life of “Chicago” Steel Wheels. Actual tests 
made on nine competitive skates by three boys, weighing 115 pounds, skat- 
ing on rough concrete walks, showed: One inexpensive Steel Wheel Skate 
lasted 444 hours—eight others (medium price skates) lasted 18 to 22 hours,” 
while the New Double-Tread “Triple-Ware” Steel Wheel lasted 65 hours 
or in miles, approximately 350 miles. 


Your customers will be glad to know that “Chicago” Double-Tread 
“Triple-Ware” Steel Wheel Roller Skates cost them less than 3c per skating 
hour, while other makes selling for much less actually cost them from 5c to 
8c per skating hour. For this reason, dealers recommend “Chicagos” as the 
most economical to buy—they are building for the future—making a just 
profit, and supporting a policy that protects their interests. 


Jobbers give prompt service on 
“Chicago’s.” Write for Catalog 


CHICAGO ROLLER SKATE CO. 


Chicago, Il. 


4436 W. Lake St. Established over 25 years 


Low Price Is Often Expensive! 


It Pays to Handle Nationally Known Quality 
Products. You Give Fair Value—Reap Larger 
Profits and Build Good Will. 
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“CHICAGG” 


a nm oe 


New Model 





Double- Tread 
*“TRIPLE-WARE”’ 
Steel Wheel 


GOOD FOR 3850 MILES 
See Test Record 


“CHICAGQC” 
Super Tread 





Rubber Tires Outwear Steel 
tou Rubber~ 
Lasted 79 Hours by Test 
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STANLEY 


HINGEWARE HAND TOOLS 
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NEW BRITAIN, CONN. 


If they’re *Thumb-Fit”’ 
they’re North & Judd 


Your customers will Welcome this much needed improve- 
ment in Bolt Snap design. “Thumb-Fit” Catches, exclu- 
sive with North & Judd, fit the thumb exactly. They are 








gt 
wh 









“Thumb-Fit” easier to operate. ‘ities 
. . ° . umbD-Fi 
>. Bolt Equally important is the fact that the thumb piece projects —_ Double Bolt Snaps 


only slightly, thus eliminating the possibility of the catch 
being accidentally opened by hitting a projection. 


1 3 Riese 2 ah SR ITS BAT Se -8 





Why stick to ordinary bolt snaps when you can have 
“Thumb-Fit” at no extra cost? Send for samples. 


No. 240 NORTH & JUDD No. 161 
Heavy MANUFACTURING CO. Light 
No. 245 New Britain, Conn. No. 162 


Medium 
No. 163 


Heavy GT" : 
No. 250 ancnon Manowar 
Extra Heavy 
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Make 1933 
A Happy and Profitable 


New HO@Q@P . » «© + « 


Happy for customers who buy Union 
Hardware Roller Skates because of the 
genuine satisfaction they give—profit- 
able for you, Mr. Dealer, because these 
popular skates return a good margin and 
there are no annoying “Cume-backs” 
from dissatisfied skaters. 


The 1933 line includes a wide variety of 
the most popular selling patterns for 
boys and girls, also men and women of 
all ages. 


With the Famous 
UNION HARDWARE ROLLER SKATES 


you are not obliged to carry a large stock, because the 
Extension Feature makes one skate fit practically all 
sizes of shoes. 


And what construction!—every skate built with one 
idea in mind—to please skaters to the utmost and 
increase trade for dealers. 


Made with finest ball-bearings, trucks that oscillate on 
best rubber cushions, straps of sturdy grain leather, 
quick, easy adjustment and easy propulsion. Best 
known line—easiest to sell. 


All Jobbers Handle Union Hardware Roller Skates 
Send for Latest Catalog 








“No. 4 
For Children 








Reg. U. S. Pat. Off. on cra CAT 
RECTORY nui AlOG 

Established 1854 ARDWARG AG 
J = & 
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THE NAME MYERS ON A PUMP 
SAFEGUARDS ITS QUALITY 


Q 














Prices may be low. Terms may be inviting. 
Promises may be tempting. But the fact still 
remains that the fortress guarding sound busi- 
ness policies, sales and profits is QUALITY. 


That is the reason the name MYERS on a 
pump or water system is important. For over 
sixty years it has steadfastly guaranteed orig- 
inality, progressiveness and reliability in the 
development, production and distribution of 
pumping equipment. 

Today, as ever, this name carries selling power 
and prestige. It distinguishes a quality line of 
pumps and water systems that in prosperous as 
well as in lean periods consistently makes 
money for dealers. 


A copy of the new Myers Catalog will be 
mailed promptly, or, if you wish, one of our 
representatives will see you. 


THE F. E. MYERS & BRO. CO. 
ASHLAND, OHIO 


PUMPS, WATER SYSTEMS, HAY TOOLS, DOOR HANGERS 








The extra quality and longer service 
of GALVANNEALING bring 


Great 
“Switch to 
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It lasts years longer! 
It sells far easier! 


Many thousands of fence buyers, in recent years, have 
switched to Red Brand. Dealefs, too, have turned to it 
as the answer to their selling problems. Red Brand suc- 
cess is truly unique in the fence world. 


Galvannealed — not merely galvanized 


Red Brand embodies a radical improvement. It’s galvannealed— 
an extra process performed in great heat treating ovens. The zinc 
coating is not merely “laid on’”’ the wire. Galvannealing fuses it 
right into the copper steel wire, at 1250° fahrenheit. An improve- 
ment, protected by 12 U. S. patents, that adds years to fence life, 
and creates an outstanding fence value. 20) 


Write for interesting Catalog, descriptive of Red Brand Hog, 
Field and Poultry Fence, and other Red Brand Wire and 
Fencing Products. Also for attractive dealer proposition. 


KEYSTONE STEEL & WIRE CO., 820 Industrial St., Peoria, Ill. 


RED BRAND 
FENCE 


Galvannealed—Copper Bearing 
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Modern Ideas Permeate This Line! 


HE product of today 

must fulfill the require- 
ments of tomorrow in order 
to hold its place in the spot- 
light of popular acclaim. 


Notenal fe 


possesses this distinction in that it 
represents the modern idea in 
builders’ hardware, incorporating 
the latest principles in construction, 
in finish and in working simplicity. 
A process of rejuvenation is con- 
stantly improving this extensive line 
as fast as new ideas are proved prac- 
tical. New building requirements 
today are a source of inspiration 
for the creation of new products to 
round out this exceptionally fine 
line of quality hardware. 


A few of these new products are 
illustrated below and are destined 
to enjoy a popular demand with 
the trade. 


NATIONAL 
MANUFACTURING 


COMPANY 
STERLING - ILLINOIS 


National Hardware is sold direct to the 
retail dealer—a policy that promotes qual- 
ity, service and direct selling cooperation. 
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Actual size of sheets 93% by 12 inches 
over all; writing area 8% x 11% 
inches. Sheets printed on both sides, 
with 28 entry lines on each side. 
Price—$1 for 200 sheets (400 pages). 


Retailers Designed This New 
Hardware Age Inventory Sheet 


E asked 1000 leading retail hardware 

merchants to help us design this new 

HARDWARE AGE INVENTORY 
RECORD SHEET. Here is the result, a new 
sheet, a new size, a new form and a NEW 
LOW PRICE—$1 for 200 sheets. As these are 
printed on both sides, this means $1 for 400 
pages of inventory record sheets for one dollar. 
Each page takes 28 items, one to a line. Your 
dollar investment provides inventory entry 
space for 11,200 items. 


In the past thousands of retail hardware 
merchants and wholesalers have used millions 


239 West 39th Street 





HARDWARE AGE 


of thee HARDWARE AGE INVENTORY 
‘SHEETS, because they were simple, conven- 
ient and handy to use. The new form of sheet 
is even more simple, more convenient and 
easier tc use. Our entire effort was directed 
toward making annual hardware inventories an 
easier job. ; 

The new HARDWARE AGE INVEN- 
TORY SHEETS will fit the standard HARD- 
WARE AGE INVENTORY BINDER used 
by thousands of dealers. Send your dollar 
with your order for 200 of new’ inventory 
sheets to 


New York City 
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UPER-X sells without a pricé 
lure! Shooters willingly pay a 
fair price for the famous Super-X 
long range load because they 
know they are getting more for 
their money. Longer range, 
harder hitting, and the exclusive 
short shot string feature spell 
greater effectiveness—fewer crip- 
ples—better shooting—more 
sport for the shooter. 
No shell approaches Western 
Super-X in popularity and wide- 
spread demand. Why try to com- 
pete against this insistent demand 
when you can sell Super-X and get 
this profitable business yourself? 


SUPER 


GET YOUR PRICE | 
GET YOUR PROFIT 


YOU CAN-wiTH SuperX 





A new-type box, shown here, in 
which all Western shells will be 
packed in the future, is a big 
sales feature in itself. Better look- 
ing, stronger, more convenient. 
Easier to open. Opens on the 
end, making it easier to get out 
the shells. 


There’s no better time than 
the present to place your order 
for Western shells and car- 
tridges. There’s a Western job- 
ber near you. 


WESTERN CARTRIDGE COMPANY 
155 Adams Street, East Alton, III. 


Branch offices: JerseyCity,N.J.,San Francisco, Cal. 





AMMUNITION 


The Best Way 


to Make Money 
on 
Ammunition 











This Glimpse 
Through the 
Side of a 
Gun Barre! 


Shows the Im 
porta 
of the Shotshel{ Wad 
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The pressure ° 
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resulting in poo melting some 


Patterns, Perhaps @ missed 


FEATURE THE Meslon LINE 


OU’RE in business to make money Place your order now for Western shells 
and since money is harder to make and cartridges! Western is the simpli- 
than it used to be, it is more important fied line. You can carry less stock and 
now to carry and feature brands of still meet all the requirements of your 
merchandise that give you a fair profit, trade. 
the best turnover, and are in biggest Again in 1933 Western dealers will be 


demand. 


backed by the outstanding advertising 


In ammunition that brand is Western campaign of the industry. No let-down 
—Super-X, Xpert, Field and Minimax there, or anywhere else along the line. 
shotgun shells—Lubaloy pistol and rifle Always the same high quality and per- 
cartridges—and the big selling formance with an ever-increasing de- 
Super-X long range .22’s! All are of mand. It will pay you to get in touch 
known, recognized quality. They are with the Western jobber nearest you. 


readily accepted by shooters every- 


WESTERN CARTRIDGE COMPANY 


where. Less effort is required to 595 Ademe S:. Sect Abwe, HL 


sell them. 






SIMPLIFIED LINE...LESS STOCK 
TO CARRY...BIGGER DEMAND 


Branch Offices: Jersey City, N. J., San Francisco, Cal. 
PRINTED IN U. 8. A. 
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i Wood, Driv 


vorews CORI 


e, Coach, Machine; 
Set, Cap, Thumb SCREWS 


Special Automatic Screw 
Machine Products 
BOLTS, NUTS, CHAINS 
Escutcheon Pins 
Speedometers Tachometers 
THE CORBIN SCREW 
CORPORATION 
THE AMERICAN HARDWARE 
CORPORATION, SUCCESSOR 
New Britain, Conn. 
Warehouses: New York 
Chicago Philadelphia 
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Here's the line of Poultry Net- 
tings that your customers want— 
and will buy. Exclusive sales 
features make them quickly real- 
ize the added value of Sterling 
Nettings—a type for every need. 


Illustrated is STERLING HEXA- 
GON—furnished in either One 
inch or Two inch mesh—galvan- 
ized before or after weaving. 
Unrolls straight— lays flat—a 
quick, sure seller. The most satis- 
factory Netting on the market. 


OTHER STERLING NETTINCS 


Sterling Straight Line Com- 
bination Poultry Netting—grad- 
uated spacing |” at bottom to 








~ 2" at top. No sagging—galvan- 


ized before or after weaving. 


“STE 


NON -SPLITZ 


NAILS 


Be sure of quick Nail sales— 
100% repeat business and full 
profit on every sale. This new 
Sterling Non-Splitz Nail, in its 
handy 5 Ib. carton, is setting 
new. sales records. .No wrap- 
‘ping—no weighing—no trouble. 


Sterling Non-Splitz has pat- 
ented features—Oval Shank— 
Chisel Point. Eliminates split 
wood. Drives easier and pulls 
harder. 8 to 10% more Nails 
per pound. High carbon steel 
prevents bending when driven. 


FREE Display Stand. 





Sterling Straight Line Poultry 
Netting—furnished in 1” or 2” 
mesh — stretches evenly — lays 
flat. Galvanized before or after 
weaving. 


STERLING 


N OVAL) 
PLITZ 


PAT. NO. 1,846,709 


Send for complete information about these fast-selling, 


profit-making Sterling Products. 


NORTHWESTERN BARB WIRE COMPANY 


STERLING 


Since 1879 


ILLINOIS 
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Here's a 
VALUE 
that sells 
on sight! 








No. 1773 WIRE SCRATCH BRUSH ASSORTMENT 


HINK of a well-built Osborn Wire Scratch Brush selling at 10c! And 
there are a great number of jobs this brush will do. Any customer 
will buy a VALUE when he sees it. 
The assortment illustrated contains 24 Osborn No. 1773 Fine Steel Wire 
Scratch Brushes. Straight back; solid block, 4/2” x | 11/16”; 5 x 10 
rows; | 3/16” trim. 
There are four fast selling assortments offered to the hardware trade as 
follows: ‘ 
No. 1773 Wire Scratch Brush Assortment (illustrated) 
No. 4530 Varnish Brush Assortment 


No. 4360 Wall Paint Brush Assortment 
No. 1933 Varnish Brush Assortment 


These assortments are offered to help you bring customers into your 
store. Ask your jobber or write us for complete information. 


THE OSBORN MANUFACTURING COMPANY 


5401 Hamilton Avenue Cleveland, Ohio 
Sales Offices: New York, Detroit, Chicago, San Francisco 


ea oe Sa 
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help you make 





a timely sales hint for 1933 


OUR customers who buy files for 
industrial use will be primarily 
interested in buying tools which will 
help them make a net profit in 1933, 
True economy will be the most potent 


selling appeal. 


Point out to your customers that Nich- 
olson Files, because of their endurance, 
dependability and uniform quality will 
give the greatest file value in return 


for the money invested in them. Point 
out that buying Nicholson File quality 
and performance is a logical way to 
make a profit on each filing oper- 


ation. 


There are real sales possibilities in 
1933 for dealers everywhere who carry 
a complete stock of Nicholson Files. 
At your jobbers’. Nicholson File 
Company, Providence, R. IL. U. 8. A.. 


Genuine 


NICHOLSON FILES 


re) 
sab A FILE FOR EVERY PURPOSE 
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They Could Be Wrong 


PINIONS of men “who 
should know” caused 
many people to live in a 
fool’s paradise during the years 
preceding 1929. Men of position 
and title indicating knowledge 
and judgment in the business 
world told us that America had 
become a nation of people who 
made money by doing each 
other’s washing, so to speak. They 
painted a rose tinted picture to 
delight the eye of the most indif- 
ferent. But all that is past his- 
tory. The point is that most of us 
fell for it, hook, line and sinker— 
until the crash came in October, 
1929. 
Today men of supposedly 
equal judgment and _ business 
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Again 


by J. A. WARREN 
Associate Editor, Hardware Age 


knowledge are using dark blue, 
or at least dun colored, pigments. 
They seem to be painters (rather 
copyists) without imagination. 
They cannot see the color of the 
distant hills nor the silver in the 
clouds. They are telling us of dire 
conditions facing mankind. The 
machine has, they say, displaced 
millions permanently. We are at 
the saturation point of our de- 
velopment. 

Bosh! 

You can look at the files of any 
newspaper for a hundred years 
back and read the opinions of 
these gentry. They told the same 
story then. They were just as sure 
we were all washed up then. But 
meantime automobiles, motion 
pictures, airplanes, advertising, 
radio, not to mention the count- 
less discoveries of medical 
science, have all appeared to 
push the human race on to new 
heights. 

One hundred and twenty mil- 
lion people are not going to sit 
idle for evermore. They will come 
out of this valley, and the fact 
that the arm chair prophets are 
getting tired and discouraged 
seems to indicate that we are 
going up the incline to the peaks 
again. 

There is indication that respon- 
sible people see much good 
coming out of the depression. In- 
efficient methods and manage- 
ment have been brought to the 
surface in many instances, the 
general public and business lead- 
ers are giving more thought to 
economic fundamentals than ever, 


and are sincerely looking for 
betterment. They will not tolerate 
some of the things that have 
existed heretofore. Particularly 
significant is the fact that a new 
generation is ready to take the 
stage, with new vigor. This new 
generation is not going to be con- 
tent to go back to the horse and 
buggy days, even though some of 
their elders may be ready to do 
so. . 

When we have a period of pros- 
perity there will always be those 
who can never see a possible re- 
action, and it is plainly evident 
that we have, just now, those who 
can see nothing but red ruin 
ahead. Somewhere, between the 
two, is common sense. 
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A Tonawanda, N.Y. 


dealer who sold 


300 electric wash- 
ers in the past three 
years, gives his 
opinions, based on 
his own experience. 


BY RAY KOENIG 
H. B. Koenig, Tonawanda, N. Y. 


HERE’S no hocus-pocus about 
selling washing machines. De- 


spite depression we've sold well 
over 300 washers in the past three 
years. Not boasting, just stating a 
simple truth to precede the statement 
that we think we can name remedies 
that will pep up the retail washing 
machine industry and put extra 
profits into the pockets of hardware 
men. 

The average dealer or hardware 
salesman think’s selling washing 
machines is a big “trick.” He thinks 
he has to perform sleight-of-hand, 
indulge in the black arts or hypno- 
tize his prospect to make a sale. 
Bunk! Washers will sell themselves 
if the salesman shows a little en- 
thusiasm and knows his washing 
Most know the latter, after a 
fashion. But some hardware men 
haven’t a spark of enthusiasm, hence 
the facts they have in their possession 


facts. 





























Ray Koenig in selling action in his well lighted display room. 


about washing machines haven't a 
chance to see daylight. Without 
said enthusiasm they can’t put them- 
selves across; they can’t sell their 
store and they can’t inspire the pros- 
pect to buy! 

Here is where the manufacturer 
should come into the picture. He 
should fire his dealers with enthusi- 


The Koenig Store in Tonawanda is shown in the circle. 





asm. He should “play along” with 
them until they are functioning cor- 
rectly and are making real sales 
records. Nine times out of ten it is 
the fault of the manufacturer when 
a retail account doesn’t produce! The 
particular manufacturer’s salesman 
hasn’t performed his job. He hasn’t 
awakened in the mind of the dealer 
the possibilities in the washing 
machine line; he hasn’t worked with 
him in his (the dealer’s) store; he 
hasn’t given the dealer that enthusi- 
asm for the line, that impetus that 
should and would “carry him along” 
and sell washing machines in ap- 
preciable volume. 

There is usually some young man 
in a hardware store who, if properly 
approached and _ instructed, could 
make a good success of the washing 
machine phase. Why, in the name of 
Extra Profits, don’t manufacturers 
and their salesmen, ferret out these 
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young men and give them a short 
course in washing machine selling? 

At the present time we have good 
salesmen calling on us. We are get- 
ting good co-operation from our 
manufacturers but in the not too 
distant past we experienced the lack 
of co-operation and sympathy that is 
the plaintive wail of so many hard- 
ware men throughout the country. 
Before we took up washing machine 
selling eight years ago salesmen used 
to come to our store and open their 
interviews something like this: 

“Selling any washers?” 

Of course our answer was “No.” 
Did they try to induce us to carry 
their lines? Did they show any en- 
thusiasm over their washers and at- 
tempt to make us see the bright wash- 
ing machine field? Absolutely not! 
They seemed to take it for granted 
that our hardware store was no place 
for washers and went on their way. 
Certainly manufacturers’ salesmen 
didn’t give us much of their time or 
any of their ideas. I will -make the 
statement that the majority of hard- 
ware stores that sell washing ma- 
chines would now be selling more 
washers if when taking on their lines 
they had more and better co-opera- 


tion from manufacturers’ salesmen! 


Cut Down Sales Resistance 


The writer isn’t complaining of 
anything that touches him or his 
store personally. But he does hold 
an idea that if the washer manu- 
facturers would give 100 per cent 
co-operation to hardware stores, as 
the :najor outlet, throughout the 
country, the general public would be 
more hardware - store - minded when 
thinking of washers. Selling resist- 
ance would be cut down and the in- 
dividual store would naturally reap 
greater profits because of this 
general-public-mindedness. 

The first remedy to be applied, as 
we see it, is for some manufacturers 
to employ better men in cases where 
these men are not able to show suf- 
ficient enthusiasm; men who know 
their lines, and men who know how 
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to sell and can teach dealers and 
their salesmen how to merchandise 
washers. Let manufacturers steer 
away from employing ex-high-pres- 
sure men who are tired of ringing 
doorbells. Let them get hold of 
some honest-to-goodness men who 
“know their stuff” and don’t openly 
insult or lie to the dealer. Why, | 
know a hardware dealer who was 
told that So-and-So in the next town 
sold forty washers one month. This 
was done to get him to increase his 
(the dealer’s) order. I also know that 
this particular out-of-town dealer 
never sold one-third of this figure. 
Prevarication gets no one anyplace. 
unless it is at the foot of the proces- 
sion! 

The second remedy is for hard- 
ware dealers to commence to believe 
that the hardware store field is the 
field for washing machines, and go 
after sales tooth and nail. Right 
here the manufacturer’s salesman 
should step in, tell them they are in 
the right business for washer selling 
and show them how to get going. It 


Manufacturer Can Help Dealers 
Sell More Washing Machines 


would help a lot to have the right 
salesman make a call, if only to re- 
vive the dealer’s enthusiasm. 

Some time back we were losing 
washer sales. We analyzed things 
and found that we weren't aggres- 
sive enough. We decided on _ in- 
tensive house-to-house selling. But 
we didn’t try to sell washers. We 
sold Service, believe it or not. We 
pictured results to the woman in the 
home. We sold her on the idea of 
leisure time, convenience and long 
service. 

At the same time we took our 
washers out of the general hardware 
melee and put them in a separate de- 
partment along with stoves, radios. 
and vacuum sweepers. We organized 
a specialty department. 

We don’t cut prices, nor do we 
give premiums. This sort of selling 
roils up your customers. One gets 
this price one day, another customer 
another price the next day, and so on. 
It makes for bad feeling all around, 
as well as a distinct loss in volume 
and prestige. 


A Koenig (Tonawanda, N. Y.) window, showing the attention given 
major appliances. 
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by J. M. WITTEN 
Associate Editor, Hardware Age 





HE hardware merchant faced 

with the keen competition 

which has already lowered 
operating costs partly through re- 
duced rentals must have similar re- 
ductions if he is to meet that com- 
petition on an equal footing. Land- 
lords should realize they cannot ex- 
pect to receive the same returns on 
property investments at the present 
time as were received under more 
favorable conditions. With respect 
to mortgage interest and taxes, there 
is every reason to believe that they 
will be reduced in the not too distant 
future. Concerted movements to 
bring about both of the reductions 
mentioned are well underway. In 
fact, such reductions are already in 
effect on both mortgage interest rates 
and taxes in many localities. 


Many Have Been Reduced 


Many hardware stores have re- 
quested and received rent reductions. 
Reports received from a representa- 
tive group of 135 retail hardware 
firms occupying rented quarters and 
located in large as well as small 
towns throughout the nation, indicate 
that 84 or 62.2 per cent have received 
recent rent reductions. In most in- 
stances, the reductions ranged from 
10 to 30 per cent, as 56 of the 84 
reductions granted were within this 
range. The extremes of the reduc- 
tions granted were from 1 to 66 2/3 
per cent, and a larger number of 
reductions were granted upwards 
from the average range of reductions 
than were below it. 

Rent to the hardware merchant has 
always been an expense item of vital 
concern. With prevailing general 
conditions rental expenditures have 
become increasingly important. With 
increases in sales volume somewhat 
restricted by the economic situation 
it appears that profits in the imme- 
diate future will depend largely on 
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The reni situation should be a subject 
of discussion wherever retailers meet. 


‘a reduction of operating expense. In 


1931, according to figures compiled 
by the National Retail Hardware 
Assn., the group average of rent 
expense to sales, for 122] stores was 
4.44 per cent, including insurance 
and taxes on real estate. With the 
441 profit making stores, the average 
was even less—3.61 per cent. 


1000 Merchants Asked 


HarpwarkeE AGE recently asked 
1000 leading hardware merchants, 
chosen from every state in the union, 
to answer 14 pertinent questions re- 
garding the rental situation. Four 
hundred and thirty six replies 
(43.6% ) were received. Three hun- 
dred of these or 68.8 per cent re- 
ported owning their store buildings; 
135 either leased their quarters, or 
rented them on a monthly basis, 
while one store operated under a per- 
centage leasing arrangement. In ad- 
dition to the reductions received by 
84 of the 135 retail hardware con- 
cerns, other stores, in several in- 





STORE 


stances had _ received concessions 
from their landlords, which were 
equivalent to reductions in rent. Such 
concessions were usually in improve- 
ments to the building, or were to the 
effect that the landlord would assume 
the cost of heating and lighting the 
building, or similar expense. 


Percentage Leasing 


One firm reported a_ percentage 
leasing arrangement a very satisfac- 
tory plan for several years. This 
firm pays 4 per cent rent on gross 
sales, and declares this has proved 
an equitable arrangement for both 
tenant and landlord. Another firm 
offered its landlord a rental of 6 
per cent on gross sales. The land- 
lord rejected this offer, and instead 
reduced the firm’s rent 2614 per cent. 
Many of the stores expressed a grow- 
ing interest in percentage leases. In 
the next issue of HARDWARE AGE this 
subject will be given separate and 
thorough treatment. 

The rent reductions received by 
the majority of stores reporting offer 
conclusive evidence that the average 
landlord appreciates the hardware 
merchant’s problems, and is usually 
willing to adjust rental figures to a 
more equitable basis in keeping with 
the times. When landlords were 
offered acceptable proof that a re- 
duction was essential to the life of 
the tenant’s business, and were con- 
vinced that the requested reduction 
was not just an excuse arising from 
the desire to maintain a normal rate 
of profit, they generally conceded a 
reduction. 

Most of the reductions are of tem- 
porary nature, made by verbal agree- 
ment. The customary understanding 
is that when sales volume regains its 
previous level the higher rental is to 
be resumed. Granting reductions 
landlords accept lesser rental sums 
than stipulated in leases. Merchants, 


HARDWARE AGE 


























RENTS MUST COME DOWN 


Already many hardware merchants have obtained 
lower rentals in keeping with the times. Chain store 
organizations have made an issue of rent reductions as a 
first step toward lower operating costs in 1933. 


The growing popularity of the percentage leasing 
basis will be discussed in the next issue of Hardware Age. 


Watch for it. 


apparently based on legal advice, be- 
lieve this voids the existing lease. 
Thus, the reductions made have a 
permanent status. In some cases 
new leases stipulating lower rentals 
were executed. In other instances, 
agreements were drawn up for speci- 
fied periods, with clauses calling for 
frequent reconsideration of rent. 

It is apparent that many merchants 
have not received rent reductions 
simply because they have not re- 
quested them. More than half, or 
27 of the 49 dealers who have not 
had their rent reduced report they 
had never asked for a reduction be- 
lieving it would be a waste of time 
because their present leases expire 
within two years. As other stores 
having similar leases are obtaining 
reductions, this premise does not 
hold, and requests for rent adjust- 
ments are in order. 

Many stores furnished data on the 
percentage of rent to sales for the 
first year of their present leases; for 
1931, and for 1932. While these per- 
centages cannot be properly aver- 
aged, the following example of a typ- 
ical report shows what happens when 
an originally fair rental figure meets 
with declining volume: 


First Year 1931 1932 
4.5 9.0 10.0 


Distributed by percentage of re- 
duction, the cuts received by the 135 
hardware stores occupying rented 
quarters were as follows: 
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Per Cent No. of Stores 
Eo Eee oe 49 
Uo RE ae ee 2 
Pe So ere ar re 3 
skies Gea Ais, bane B40 8 
A ree eae 16 
Seer 4 
Mites ise ¥: <rk ieee ansietdim ars ll 
aii needa care 14 
See eee 
NN Fi ersocs Gca.e wiles Wee 7 
Ns trait). ache: Paden eee 6 
__ Lan ARE eee rrr 10 
OO MINES 5 ck ene ens 2 


More hardware stores are cur- 
rently paying a rental equal to 4 per 
cent of sales than any other figure 
reported, although the percentage 
paid by the majority of stores was 
above this figure, ranging upward to 
15 per cent in two instances. 55 
stores did not supply data on this 
point, but 80 stores reporting present 
rentals gave them as follows: 


Present Rental 


Percentage 
to Sales No. of Stores 
OD <a ndiwick ess-'6 91a eletaneeane 5 
PARES SMe tre sore 3 
laalarne ec ated ayaa 5 
ME si. eas. Wiha ed eS 18 
I. a eile 34s. ipiel wk ecg aera 10 
— reer ere “4 
By asdebiaeicidie id waren ee 8 
MG Sth nteraids Susrarasdione - 3 
- eee Pe ee 3 
Ar 8 
Ry rere re 0 
Spee ah ore 4 
BN: Fuicubts ode era enaara dee 1 
. Se Oe a rn | 
Ee oe eer 2 


No Reply to this question .55 


The popular argument advanced 
by hardware merchants requesting 
rent reduction was—rents which were 


equitable when the lease was made 
under normal conditions are exces- 
sive under present conditions. The 
landlord’s usual response was that 
interest on his mortgages and taxes 
have not been lowered, and that the 
reduction requested was therefore not 
justified. To some extent the land- 
lord’s usual response seems logical. 
However, there is no denying that 
rents have been reduced substantially 
on almost all types of property. 

The following arguments used 
most frequently by dealers request- 
ing rent reductions were expressed 
as follows: 

“Decreased business. General con- 
ditions. Others had received reduc- 
tions.” 

“Decline in sales and inability to 
rent living quarters over store build- 
ing.” 

“Did not have ability to pay.” 

“Showed landlord accountant re- 
port for Jan. 1932, and compared our 
rent with national averages for hard- 
ware stores similarly located and 
doing same volume of business.” 

“Told landlord what we would 
pay. Refused to pay more. Explained 
that business did not justify old 
rate.” 

“Conditions spoke for themselves.” 

“Placed actual facts before 
lessors.” 

“Rent must come down in _pro- 
portion with other expenses or we 
cannot stay in business.” 

“Landlard made two reductions 
totaling 40 per cent, without being 
asked.” 

“Business does not justify present 
rental.” 

“Told landlord we could reduce 
rent if necessary, because other 
nearby store buildings were vacant.” 

“Explained that we must conserve 
our assets.” 

“Described slump in business, and 
explained how reduced selling prices 
have narrowed margin of profit.” 

“Pointed out that sales volume was 
less than in 1919, when we paid 27 
per cent less rent than at present.” 

“Told landlord business was poor 
and location not as good as when 
lease was drawn up.” 

(Continued on page 56) 
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IN SIX INSTALLMENTS—ARTICLE NO. 5 


Hiring and Training Drivers 


HERE are various ways of ap- 
| proaching the driver question, 
but whatever the method the 
results should be the same—employ- 
ment of a man who is capable, who 
values his job and who takes pride 
in his equipment and the welfare of 
his employer. 

These three dominant character- 
istics of a competent driver can only 
be brought out through a study of 
human nature, an intelligent pro- 
gram of selection and training and 
an appeal to the inner-man. 

When selecting a driver an em- 
ployer should realize the great re- 
sponsibilities he places in the man 
hired as a truck driver. Here are a 
few things to remember: 


(1) The driver on the road is out of 
sight, away from direct em- 
ployer supervision and observa- 
tion. 

(2) Driving is beset with all kinds 
of dangers requiring ability to 
anticipate tight situations and 
to meet them with prompt ac- 
tion. 

(3) A driver can acquire many bad 
habits that will pile up oper- 
ating expenses, such as need- 
less idling, quick starting and 
stopping, speeding, corner 
scraping, neglecting to report 
mechanical troubles, etc. 

(4) The driver is distinctly a part 
of the retailer’s establishment, 
and what he does reflects favor- 
ably or unfavorably upon the 
public and patrons. His acts on 
the road and in his contacts 
with customers should create 
an impression that will result 


in good will. 
The method employed in selecting 
a driver is usually governed by the 
number of drivers employed. In the 
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The driver question is im- 
portant to the retailer be- 
cause it has a direct bearing 
upon his prestige, economical 
delivery, low repair and long 
truck life. For these reasons 
a little time spent in hiring 
and a little more in training 
drivers will pay big dividends. 
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case of a hardware dealer, operating 
only a few trucks, the selection of 
the driver becomes one of the many 
duties of the proprietor. Small estab- 
lishments need not attempt to apply 
the elaborate methods pursued by 
large companies. It is not essential, 
and, besides, time is limited and 
facilities few. There are, however, 
many requirements which drivers of 
trucks should meet and certain rela- 
tively simple methods of determining 
whether a prospective driver quali- 
fies. 

The first requisites, of course, are 
the physical and mental qualifi- 
cations of the driver. Wherever pos- 
sible a prospective driver should be 
given a thorough physical examina- 


tion by a doctor, especially in doubt- 
ful cases. But this may not always 
be convenient, in which case the re- 
tailer must depend on his own judg- 
ment in looking for physical and 
mental defects. The employer should 
make it a point to look for defects in 
physique, vision, hearing, mental re- 
action and receptivity. 

When checking physical charac- 
teristics observe applicant’s carriage, 
limbs, etc., for any crippled condi- 
tion. Ability to read newsprint at 
arm’s length with one eye covered is 
a good rough test for vision. Multi- 
colored yarns are satisfactory for col- 
or-blindness tests. Eye tests can be 
greatly simplified by the use of 
readily procurable and inexpensive 
Snellen and Ishihara charts for vi- 
sion and color tests, respectively. 
Hearing may be checked by ability 
to hear watch-ticks at three to five 
foot distances in a quiet room. 

Reaction time is very important. 
Time required to receive, convert and 
transmit a mental impulse into a mus- 
cular act varies greatly among indi- 
viduals. Some men are slow, others 
become confused. Instructions to do 
several things in quick succession 
will give a fair estimate of an ap- 
plicant’s reaction time. Intelligence 
and receptivity to simple instructions 
are readily determined and require 
no explanations as to procedure. 

Experience, reliability, mechanical 
knowledge of trucks and integrity 
can be checked by questioning the 
applicant about his previous employ- 
ment and by investigating his ref- 
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erences. Employment records should 
be searched carefully for accidents— 
their nature, extent of damage result- 
ing therefrom, cause and the driver’s 
opinion as to what he would do to 
prevent another were he to find him- 
self in the same situation again, etc. 
Careful questioning along this line 
will not only supply data on his pre- 
vious connections, but will reveal the 
character of the man. 

The habits of-a driver are better 
indications of his capability than age 
or marital condition, although many 
employers have individual ideas as 
to theimportance of the latter factors. 
Age is not worthy of particular em- 
phasis except with regard to legal 
requirements. Limits range from 21 
to 50 years with preference peaking 
toward the middle of this range. 
Marriage also should not be a major 
factor, although many employers pre- 
fer married men because they are 
considered generally more depend- 
able and settled. 

Personal habits mean much more 
to the hardware dealer. Since the 
applicant may become a_ personal 
part of the retailer’s organization, 
constantly contacting customers and 
the walking and driving public of 
the community, in which the business 
is located, cleanliness, courtesy and 
carefulness become habits of high 
importance. Honesty, of- course, is 
imperative and while hard to deter- 
mine should be carefully checked 
both before and after employment. 
Men who gamble or use intoxicants 
excessively may be developed satis- 
factorily under guidance, but, if 
hired, should be supervised care- 


fully. 
Licenses 


Every applicant should be re- 
quired to produce the proper state or 
city driver’s license, where such li- 
censes are required. Be sure that 
the license belongs to the man who 
presents it. It is well, in this con- 
nection, to find out how long the 
applicant has held a license, in what 
states or cities he has been licensed 
and when and for what reason his 
license has been revoked, if at all. 
Learn whether the applicant can ob- 
tain a bond if desired or in case state 
or municipal law require it. 

While the applicant should be se- 
lected according to his ability in col- 
lections, deliveries, or other business 
or service transactions, his ability to 
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drive carefully should be the pri- 
mary consideration. Fortunately 
the best men for contacting custom- 
ers are usually good drivers. More- 
over, many drivers employed by 
hardware retailers perform other 
duties besides driving and are, there- 
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fore, not exposed to the traffic haz- 
ards for so many hours per day as 
men who drive constantly. 

Every applicant should be re- 
quired to demonstrate his ability to 
handle a truck, preferably one of the 
type he will have to drive. When 
carefully conducted, such a test is 
probably worth more than any other 
method of studying the man. The 
most common way of making a road 
test is to go out with the applicant. 
But success will depend on the keen- 
ness of the man conducting it. A 
driving test can be made very effec- 
tive if the examiner sets up specific 
things to observe, such as follows: 


(1) State and local traffic regula- 
tions. Traffic laws comparable 
in scope to the uniform Code 
and Model Ordinance of the 
National Conference on _ the 
Street and Highway Safety con- 
taining excellent driving rules. 
Most important to watch for 


are: 

(a) Significance of auto- 
matic traffic signals, 
especially yellow, unless 
it is not used; 

(b) Full stop where re- 
quired by signs at rail- 
road grade _ crossings, 
through streets, or iso- 
lated intersections ; 

(c) Method of making turns 
at intersections; giving 
signals with hand and 
horn at the proper time 
before turning, stop- 
ping, backing or leav- 
ing the curb. 

(2) Proper handling of the vehicle. 
Most important to watch are: 

(a) Ability to shift gears go- 
ing up or down hills or 
while turning corners ; 


(by Keeping the vehicle con- 
stantly under control ; 

(c) Backing only after per- 
sonally making certain 
that the way is clear; 

(d) Driving at such a rate of 
speed as always to be 
able to stop within the 
assured clear distance 
ahead. 

(3) Regard for pedestrians at inter- 

sections and between crossings. 

If possible a regular route should 
be selected which will include cer- 
tain hills, intersections, railroad 
grade crossings, one-way streets, sig- 
nals, stop signs, several places to 
pack, park and pass safety zones and 
one or more heavy traffic streets. 
The test should be at least half an 
hour long. 

After a man has been selected he 
must be initiated into his new du- 
ties. He must be instructed how to 
handle goods, make collections, 
please customers and told what du- 
ties are required of him, beyond 
those of driving, if any. Policies 
and duties vary among retailers and 
instructions, of course, with them. 
Whatever the instructions as to duties 
and policies, they should be com- 
plete. It is much easier, to borrow the 
well-known maxim, to teach anew dog 
all the tricks than an old one new 
tricks. Duties added later are some- 
timesconsidered onerous impositions. 
More important still, careless and 
partial instructions at the beginning 
may bring half performance later. 
The only solution is complete and 
thorough instruction at the start. 


What Drivers Should Know 


Practices vary widely as to how 
much a driver is expected to know 
ard to do about the mechanical care 
and servicing of his vehicle, but un- 
der any circumstances his duties and 
responsibilities should be made clear 
to him. As a minimum, the driver 
should be taught how to inspect a 
vehicle for mechanical condition be- 
fore he takes it on the street and how 
to report in writing mechanical de- 
fects which may develop while he is 
driving. If the driver must take care 
of lubrication, washing, battery, gas- 
oline supply and tires he should be 
shown how. 

Every driver should also know 
exactly what to do in case of me- 
chanical troubles on the street and 
highway. Definite knowledge of 
whom to call or how to make a re- 
pair will save time and prevent fur- 

(Continued on page 56) 
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IN F ORM A L 


EDITORIAL 


COMMENT 





Bust Among Ourselves 


is not a funny old world at all. 
[Js the people in this world are 

often funny. The same glib talk- 
ers who told us there was “milk and 
honey” for us all forever in 1928 
and early 1929 (very early 1929) 
are now among those who would 
push us forever and a day back to 
horse and carriage, to the candle or 
gas-lit days and almost make it ille- 
gal to smile. In this issue on page 
25, J. A. Warren suggests “They 
Could Be Wrong Again.” He offers 
a simple convincing message with 
two appropriate illustrations. After 
you read this, show it your friends, 
customers, family and to the banker, 
the baker and candlestick maker in 
your town. If you want extra copies 
of this page let me know and I'll 
send them to you. 

— HA —. 


When a New Year rolls around 
most people get “predictionitis.” 
They review (in the case of 1932 
with painful details) the already too 
well-known facts of the passing year 
and build great hopes on any avail- 
able good signs for the new year. 
Throughout the year 1932 the opti- 
mists were too optimistic ‘and the 
pessimists were too pessimistic. Some- 
where between the two extremes was 
the hidden truth. If we can partially 
banish “prophets” for “profits” in 
1933 we shall make progress. If 
we remember that we cannot do busi- 
ness without merchandise or without 
adequate sales staffs and really en- 
deavor to obtain a fair share of exist- 
ing business, the picture a year from 
today will be truly brighter. Natural- 
ly expenses must be watched and 
unproductive investments c urbe d. 
But business men must realize that 
further slaughtering of all wages 
will hinder recovery, in that it will 
restrict still iurther the country’s 
buying power. Existing high retail 
store rentals should be scrutinized 
and every effort made to seek reduc- 
tions compatible with current sales 
volume. An important article on 
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by CHARLES J. HEALE 
Editor, Hardware Age 


rental reductions by J. M. Witten ap- 
pears in this issue and is based on 
facts. Read this too—it may save 
you some money. 

— 


Fewer se- as part of the “back- 
to-quality” movement, Sears, 
Roebuck & Co. has established the 
Sears Clinic of Household Science. 
Says a bulletin from this company, 
“It is an educational, non-commer- 
cial institution whose objective is to 
aid the American public in intelli- 
gent buying, etc., etc.” In a hand- 
some brochure on the Clinic I read: 
“*Price’ barks the retailer in a for- 
lorn hope of coaxing reluctant dol- 
lars across the counter, and ‘Price’ 
squeeks the consumer as he hugs an 
alleged bargain to his bosom, with 
a rueful hour of reckoning ahead of 
him.” A plea to abandon “the price 
mania in retailing” coming from this 
source is more interesting than con- 
vincing to most hardware men. 





—- HA 


Can this be the same Sears, Roe- 
buck whose catalogs shrieked about 
“better prices,” whose catalogs fea- 
tured best sellers in every line at 
prices which often tore down public 
acceptance of the quality and price 
structure manufacturers, wholesalers 
and retailers had built for many years 
—the catalog which (as an acces- 
sory) made Chic Sale famous? Can 
this be the same organization whose 
declining mail order volume neces- 
sitated the opening of the many 
branch retail stores we all know? 
The independent retailers of this 
country squared off with the mail 
order competition some years ago 
and licked it. They pitted quality, 
fair prices, displays, service and con- 
venience against the “price appeal” 
and won. Then came the mail order 
branch stores. I have visited many 
of these stores, and always gained 
the impression that “price selling” 
was their theme song, and [ still 


think so. Any newspaper advertis- 
ing by Sears which I have seen has 
also shouted “price” and shouted it 
loud and often. 
—— HA —— 
UT then I read further “The 
point is not who started the 
debacle (presumably price cutting— 
Ed.) but how are we to stem it?” 
Well, well! This is interesting and 
a most convenient philosophy. Re- 
minds me of the frequent arguments 
of a well known east side (New York 
City) hardware firm whose price cut- 
ting is known throughout the trade 
for many miles beyond its normal 
trading radius. As near as I can 
figure out, about 99 per cent of this 
hardware company’s sales talk is 
price cutting. Sometimes a com- 
petitor cuts further and gets the 
order. Then there is howl about 
ethics, honor, fair play, and righteous 
pleas “to save the hardware busi- 
ness from such uneconomic practices 
which will finally ruin it, ete.” 
Depends upon whose ox is being 


gored. 
HA—— 





Broadly speaking, it would seem 
that help should be welcome from 
all sources in the “back-to-quality” 
movement. At the same time the need 
of such activity was brought about 
by widespread “price selling” in 
which Sears Roebuck certainly took 
a prominent part. Apparently this 
organization is not making satisfac- 
tory headway with its chain of retail 
stores and considers a building up 
of quality acceptance among con- 
sumers, necessary for its future suc- 
cess. If maintenance of prices on 
standard goods is a part of their 
future “back-to-quality” activity, 
hardware merchants will be in a 
more favorable position to compete 
and will be most capable to do so. 
HA 

Have been reading that the satura- 
tion point for electric washing ma- 
chines sales will not be reached for 

(Continued on page 37) 
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AM a retail merchant. I have 
| been in business for twenty years. 
I know I am only, average in 

my business ‘ability and efficiency but 


I have applied myself to my work 
and I have done the very best I know 


how. I have been honest in all my 
business dealings. I may be straight- 
laced but my honesty I interpret as 
not only staying within the law but 
staying within the bounds of fair 
practice. I have tried to keep up to 
date in my store with modern mer- 
chandising methods, in advertising, 
in meeting the demands of my cus- 
tomers and maintaining a representa- 
tive stock for them and for the firms 
whose merchandise I distribute. 

i have always believed in competi- 
tion as the lifeblood of trade. I have 
had plenty of competition from the 
very day my doors opened. I have 
always welcomed good competition 
because I knew it would stimulate 
interest in the products I sell. How- 
ever, I am beginning to get concerned 
about the competition I have to meet 
these days and which I do not seem 
to be able to contend with effectively. 

I am not so concerned about the 


Miy Suppliers 


Carry My Competitors 
While 


I Take My Discounts 


As Told to a Merchant by 
BRACE BENNITT 


National Association of Credit Men 


fact that my competitor across the 
street either through ignorance or in- 
difference adopts what seems to me 
slack business methods. I am not so 
concerned about his giving charge ac- 
counts to people whom I do not deem 
worthy. I am not so much concerned 
about his putting a lower price on his 
merchandise than I profitably can on 
the same lines. I am concerned, how- 
ever, and I find it amounting to 
pretty definite resentment, with the 
fact that I am the unwilling financial 
agent of my competitor across the 
street. I am growing more and more 
reluctant to being the unwilling cause 
of his continuance in business. 


Cannot Miss Discounts 


I can’t afford to miss my disvounts 
on the goods I buy and so I have 
made it a cardinal rule to pay all 
my bills within the discount period. 
I know there are a lot of other mer- 
chants who follow the same practice 
and I have a growing feeling that it 
is their money and my money that 
makes it possible for the people from 
whom I buy my goods to carry my 
competitor across the street some- 
times sixty, sometimes ninety, some- 
times 120 days past the day on which 
he should pay his bills. Into my 
mind is creeping the feeling that in 
reality my competitors are the very 
people from whom I buy goods. I 
have no brief against my competitor 
across the street, but I want both of 
us to be on an equal basis. If on 
that basis we both survive, there is 
room for us both. If on that basis, 
one of us goes out of business, it is 


surely because of fair competition. 

I am wondering what I and other 
merchants like myself should do. I 
know if we all take 120 days to pay 
our bills there would be an added 
cost to business that must be reckoned 
with in the price of goods which the 
consumer must buy. On the other 
hand, I am wondering if I confine 
my purchases to the supply houses 
who are not competing with me, 
would I be able to maintain a suffi- 
cient stock of merchandise. 

I am familiar with present credit 
practices and there is a similar grow- 
ing familiarity on the part of other 
retail merchants. 

There have been stores opened 
from time to time in competition 
with me that have not survived and 
eventually were liquidated. They 
are not my problem now but during 
the time of their existence they did 
lave a definite effect on my business 
and during the time of their liquida- 
tion I, of course, was faced with a 
large supply of goods such as I sell 
being placed on the market at auction 
figures. 

I have talked with some other re- 
tail merchants like myself and am 
not surprised to find that I am not 
alone in my feelings. I have thought 
this was one of the many features 
governing my business over which I 
have no control but I am not so sure 
now. I am beginning to find there 
are more of me in the retail field 
than I imagined and I hope there are 
more of what I think are the right 
kind of people in the firms from 
which I buy my goods. 


(Next issue, the Banker gives his version of the problem). 
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A NEW 


It’s NEWS in Electric Refrigeration 


os 
NEW Lines And now, THE CRUSADER—a brand-new 


line of popular price refrigerators to meet the mass demand. 
And there’s more news—it’s a complete line, not just two 
or three models, but five sizes. Now you can more than 


meet competition. 


NEW Pr ices The new line supplements the regular 


Servel Hermetic line. The low priced CRUSADER as a leader 
—and the quality line SERVEL HERMETIC for quality buyers. 





NEW Discounts At last a discount that gives quali- 


fied dealers the margin needed to show a profit. It’s real news. 


NEW Advertising Set-up Local advertising 


to help you sell— advertising over your name—plus thou- 


SERVEL 
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DEAL! 





sands of messages delivered by special messenger to prospects 


you select. How’s that for news—but there’s more, too! 


NEW Field of Prospects wit: tne same 


operation Servel opens up eight new markets for you. 
Better ask us what they are—they’re profitable. 


NEW Factory Help Servel has a new plan of 


direct help from the factory—help in selling—help in pro- 
motion—help in making a profit. How? We'll give you the 


whole story. 


IT’S REAL NEWS! Ask us all about it. Write 


to Servel Sales, Inc., Evansville, Indiana. 


COMPLETE LINE OF REFRIGERATION 


HOME STORES RESTAURANTS WATER COOLERS 
ICE CREAM CABINETS MILKCOOLERS AIR CONDITIONING 
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193:33-—Let ’er Go! 
Better Windows Will Help 


ERE we are ready to begin a 
H new year, with a resolution to 
do things more adequately 
than heretofore. No resolution will 


be more laudable than one calling 
for enthusiastic attention to window- 


trims. HARDWARE AGE will, with 
renewed energy, provide the inspira- 
tion in the form of its original win- 
dow display suggestions. 

Two “bread and butter” windows 
are offered on this page. We call 





Gomucuy Sale 


HoUSEHOLO 








36 


b 


Ay SuGGeEsTIONS 


EVERYTHING 
To WeLp MAKE 
Your wasSHinG 








them “bread and butter” windows be- 
cause they take everyday necessities 
for the home and arrange them in an 
attractive, sales producing fashion. 
These items are often neglected in 
the desire to produce an artistic ef- 
fect. There is nothing particularly 
beautiful about a washboard, but the 
fact is that it can, along with its re- 
lated items, be called to the attention 
of the housewife effectively. 


The Harpware ACE Interchange- 
able Display Fixtures are used in 
both these suggested trims. The in- 
struction sheet for building these 
yourself is available without charge. 
Address the Window Display Editor. 
You will readily recognize the vari- 
ous units from the working plans. 


Note in the January Sale window 
how the artist-display man has added 
the homelike touch in displaying the 
china by the use of scalloped paper 
doilies. A generous supply of uni- 
formly designed price tickets will 
make thesé displays stand out among 
the windows of your business street. 

In the photographs-we have two 
windows that featured merchandise 
which occupied a very important part 
of every hardware stock and deserves 
attention from the advertising and 
display man more frequently. The 
cutlery and abrasive stone window 
at the top of page 37 was used suc- 
cessfully by Weed & Co., Buffalo, 
N. Y. In this case the background 
effect was obtained by using the man- 
ufacturer’s sales helps. Cutlery, by 
its very nature, makes a strikingly 
attractive window or store display. 

Heating equipment, including 
stove pipes, elbows, etc., might easily 
be considered merchandise for the 
warehouse by some dealers, but the 
Peaslie Hardware Co., Forest Park, 
Ill., have found a way to show it ef- 
fectively in their display window. 
Their appeal to the purchaser of 
heating equipment ranges from the 
small kerosene heater to Timken Oil 
Heat. 
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Make a mental survey of your 
hardware stock and see if there is 
not some line deserving of attention 
that can be arranged in a window 
display that will have a strong ap- 
peal to possible purchasers. In this 
way your windows will have the ad- 
vantage of being different from the 
regular run of displays. If there are 
any particular lines you would like 
to see arranged by our artist-display 
man send in your suggestions and 
they will be prepared and published, 
with or without your name, as de- 
sired. These suggestions are printed 
by HarpwareE AcE for the sole pur- 
pose of increasing your retail sales 
and the above invitation is extended 
to the end that we may further serve 
you. 


Just Among Ourselves 
(Continued from page 32) 


many years. Estimates show that 
annual replacements require more 
than 750,000 machines; that 1929 
sales were 956,000; 1930 sales were 
802,000 and 1931 sales 812,000—all 
figures relate to units sold. Other 
interesting figures taken on Jan. 1, 
1932, show this country had more 
than 20 million wired homes using 
only 7 million electric washers, 
which in percentages means only 37.4 
per cent of the market was sold and 
62.6 per cent of the market was un- 
sold. A manufacturer of wringers, 
used on washers, points out that if, 
during 1931, the replacement market 
alone was totally served there were 
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only 49,000 new washer customers 
for that entire year. Ray Koenig, 
hardware merchant in Tonawanda, 
N. Y., sold 300 electric washers dur- 
ing the past three years and tells 
how and why he did it in this issue. 
He also offers some definite and con- 
vincing suggestions for the manufac- 
turer to use in helping the hardware 
merchant sell more washers. 
HA 
And while reading about washing 
machine sales I am interested to 
learn that the sale of replacement 
wringer rolls is an important and 
profitable business for many hard- 
ware wholesalers and retailers. A 
distributor in the Pittsburgh district 
averages from $7,000 to $8,000 a 


year in the wringer roll replacement 











business. I haven’t specific figures on 
cost and selling prices but, from the 
data I have seen, would judge there 


is ample mark-up to offer an at- 
tractive The sale of re- 
placement rolls provides a first class 
prospect list for future washing ma- 
chine replacement sales; so it looks 
like a thoroughly good line for cul- 
tivation. 


margin. 


HA 

From the distinguished Dr. Paul 
Nystrom comes the following obser- 
vation: “Retail trade in its ethical 
relations with its customers has made 
more progress than any other major 
line of business Many retail 
merchants today, in spite of difficult 
conditions, have ideals far in advance 
of presez:t practices.” 
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LETTERS 


The Voluntary Hardware 
Chain 

Invincton, N. J—Much has been said 
and written concerning the “Voluntary 
Chain” in the hardware field. Many more 
plans will be tried, before a successful 
solution will be found to equally benefit 
all dealers alike. This obstacle must be 
surmounted, in order to instill complete 
confidence in the dealer’s mind, without 
which any plan is doomed to failure. In 
order to give the dealer this confidence, 
he must know he is offering the best 
merchandise at the lowest possible price. 

Let us analyze the situation thus far. 

Many speakers, on the subject “the 
voluntary hardware chain,” have permit- 
ted their enthusiasm to bring before us the 
various grocery chains. They point with 
evident pride at their successful operation. 
They magnify the success derived from the 
formation of this group. It is their as- 
sertion, signs were pulled down without 
any compunction whatever. This was their 
method of eliminating undesirables. They 
would also try and make us believe it was 
all done merely by showing a_ united 
front. And last, with thumbs stuck in 
their suspenders and chest thrown for- 
ward, they yeli, “Why can’t you do it? We 
did.” 

Fellow hardware men, the grocery and 
drug business and the hardware business 
are far removed. It is admitted that in 
a few instances the independent grocery 
aad drug chains have met with some de- 
gree of success. What was the reason 
for this success? Was it because the 
general public became aware of this group 
formation; or because due to the prod- 
dings of the field men these stores were 
slicked up a bit? Or, as some would like 
you to believe, the monthly distribution 
of sale circulars slicing profits from sea- 
sonable items? 

Decidedly not. Their first- and most 
prominent act was to announce prices in 
line with the large chain organizations 
whose competition they keenly felt. These 
new prices were shown in the windows, 
announced in circulars, displayed inside 
the store with the goods. Of course, good 
salesmanship, neat, clean windows and 
stores and 100 per cent cooperation with 
the plan in general must follow in line to 
complete the picture. But the dealer must 
air his views in order to form that picture. 
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Now pass any independent chain grocery 
or drug store. Why do you stop to look 
in the window? Because the merchandise 
and prices are prominently displayed and 
you look to see how those prices compare 
with the prices you have seen downtown, 
or on the main street. If those prices 
compare favorably, you are impressed, so 
much so that you do not hesitate to make 
purchases in that store or any other bear- 
ing its trade mark. 

The retail stores of the mail order houses 
and some of the automotive chains have 
bitten deeply into the hardware merchant’s 
business on account of this price ques- 
tion. Why should we lull ourselves into a 
feeling of security? The situation is vital. 
The facts are only too plain. 

And now again, why does your customer 
and mine, go down to these stores to buy 
their screen hardware, hammers, lawn 
mowers, hose and kitchen ware? Is it be- 
cause the store is larger, cleaner, better 
stocked, out of the way, and without a well 
informed clerk to take care of your needs 
intelligently? 

You know the answer. Hasn’t your 
carpenter or mechanic customer shown 
you some of that “just as good as yours” 
merchandise, only 15% or 25% lower in 
price? Did the appearance of your store 
or your merchandising methods have any- 
thing to do in swaying this man’s de- 
cision? Absolutely nots He was guided 
by one thought, just as good merchandise 
at a lower price. Say what you will about 
some of the haphazard methods of these 
chain stores. The fact remains that their 
hardware and house furnishing depart- 
ments are doing a vast business, and 
merely because of lower prices. 

The successful cperation of an_ inde- 
pendent hardware chain rests mainly with 
the jobber and the manufacturer. Many 
of our hardware manufacturers have 
eagerly grasped contracts from these large 
chain organizations at dictated prices. 
Some later regretted their decision. How- 
ever, these contracts state, the merchandise 
must be equallv as good as the manufac- 
turer’s regular brand, but under a different 
trade name and a much lower price, and 
with the threat of cancellation held over 
his head, this manufacturer meets all re- 
q::irements. 

A jobber, in order to organize an in- 
dependent hardware group, must have the 
unqualified support of several large hard- 





to the Editor 


ware manufacturers. He, the jobber, must 
be willing to change his methods of doing 
business. In other words, he would no 
longer be a jobber, merely a distributing 
center. He would be paid according to 
the amount of merchandise passing through 
his hands. Therefore, it would be up to 
him to see that each store does the maxi- 
mum amount of business. The stores 
identified with this group must be in a 
position to meet any competition. Rather 
than have us meet the price of these chain 
stores, our regular resale price must be 
the same as theirs at a fair profit. This 
can be accomplished, by organizing a 
group large enough to awaken the manu- 
facturer. His attention must be drawn 
away from the larger organizations. He 
is interested in volume. We must give it 
to him. 

Much damage has already been done to 
the independent hardware dealer. The time 
is ripe for decisive action. 

Abert HusINceEr, 
Hub’s Hardware Store. 


Hardware Age Platform 


Norway, Me.—The Harpware AcE Plat- 
form came to us in Oct. I have looked it 
over some and I like No. 2, No. 5, No. 6 
and 7. Especially does No. 7 appeal to 
me, for I am a plumber, and bought this 
store some years ago, so I could “stay in” 
when I could not do as much work as 
formerly. We have a good tin shop on 
first floor. Steam fitting and plumbing in 
the basement. Our man in the tin shop 
has been at it for 40 years and now does 
lots of small jobs. It takes all things these 
days to make up any volume. 

No. 2 upholds my notion of buying 
enough in one place so the jobber can get 
something out of it, and give attention to 
us if we ask for anything epecial. Also 
at end of the month it is pleasant not to 
owe to many houses. 

No. 10 is right, but I leave the store 
mostly to my son who had some training 
in Boston. The numbers are all good, and 
this letter at this late date is more to 
acknowledge your efforts in our behalf 
than to try to recommend our views to 
you. 

We need the Harpware AcE and ap- 
preciate all you are doing for the craft. 

L. M. Lonctey, 
L. M. Loneiey & Son 
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About an Unweleome Visitor — 


E week of headaches—be- 
tween Christmas and New 
Year’s. 


* * * 


Also the week of liver troubles and 
the dark brown taste. 


* * * 


Also the week that starts colds and 
influenza. 


* € * 


One of my Christmas letters comes 
from a hardware man I have not seen 
for eight’years. The last time I saw 
him, he writes, I gave him a prescrip- 
tion to head off and to cure colds. 
He states he has not been without 
this prescription all these years and 
has escaped his usual colds. 


* * * 


Once just about Christmas time I 
wrote an article on colds. Not even 
the best doetors or the greatest hos- 
pitals know much about what is 
known as the common cold.° A large 
sum of money has just been set aside 
in one of our great hospitals for 
research work on the “Common 


cold.” 


However, there is one thing we do 
know, colds are caused by a germ so 
small that it cannot be seen through 
a strong microscope. This germ will 
go through a filter of fine clay. We 
also know that we catch cold when 
our systems are run down from 
fatigue, from lack of sleep, from over 
eating, and over drinking, and bad 
ventilation. 


That is why an epidemic of colds 
and influenza always follows the 
Christmas and New Year’s holidays. 
My prescription is a very simple one. 
I got it from a leading nose and 
throat specialist in St. Louis, Take 
Albolene, or any other heavy mineral 
oil, and add 1 per cent of carbolic 
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acid. Albolene oil is preferred be- 
cause it is one of the heaviest Rus- 
sian oils in the market. 

Then spray with any good ato- 
mizer through the nostrils and the 
mouth. 

Colds are a disease of the mem- 
branes. The cold germ works in 
these membranes setting up an in- 
flammation. Carbolic acid, or 
“phenol” as the druggists call it is 
one of our greatest disinfectants and 
germ destroyers. The oil coats all 
the membranes in the nasal passages 
and the throat and holds the phenol 
against the membrane. That is why 
it is so effective. The whole mem- 
brane surface is covered with a dis- 
infecting oil. 

This is all of the prescription. It 
can be obtained at any drug store at 
a low price, and I believe if used 
regularly night and morning in the 
early stages of the cold that it will 
give relief. 

Of course, the best thing of all is 
to maintain your health in such a 
condition that your good microbes 
will have no difficulty in fighting off 
the diseased microbes. This battle 
is going on constantly night and day 
in your body. When the good mi- 
crobes become weakened, then the 
diseased microbes take possession 
and it is you for the hospital. 


* * * 


Have just been reading that in 
Central and South America both the 
whites and the natives suffer from 
jungle fever. As long as the natives 
are successful in hunting and have 
plenty of fresh meat they are seldom 
troubled with this fever; but when 
the quantity, or quality, of their 
food is reduced then this fever be- 
comes common. 


* * * 


It is a curious fact that the Eski- 
mos do not suffer from colds, al- 
though they live in snow and ice 
houses. Colds are almost unknown 
in the arctic and antarctic regions. 
Sailors, especially on sailing ships, 
have few colds, and researches show 


that taxicab drivers, truckmen and 
other men who practically live out 
of doors do not suffer from colds. 


* € * 


This article may not belong in a 
hardware magazine, but if hardware 
men and sporting goods salesmen 
catch cold, lose time from business, 
this is a loss to them and to their 
houses. There are too many tele- 
phone calls when an employee does 
not turn up for work—“must stay at 
home with a cold.” There are too 
many colds—too much _ influenza. 
Influenza just at this time is becom- 
ing almost an epidemic. In certain 
sections of the country it is an epi- 
demic now. With care and thought- 
fulness much of this can be avoided. 


* * 7 


There is another cause of cold and 
that is lack of circulation. A good 
shower bath taken every day, with 
a coarse towel rub-down afterwards 
is also good to keep away colds. In 
cold weather many people postpone 
their bathing indefinitely, and as a 
result the surface of the skin becomes 
slow and sluggish, and does not per- 
form its functions. 

When the skin is in healthy con- 
dition the muscles of the pores work 
quickly. If the skin is exposed to 
warmth these muscles open and let 
the heat out of the body. If they are 
exposed to cold they close up quickly, 
hold in the body heat, and keep out 
the outside cold. When they do not 
function by reason of a sluggish skin 
the victim catches cold easily. 


* * . 


One of my greatest pleasures is to 
drive down to my office at the tip 
of New York on a clear, cold morn 
ing. I have made the acquaintance 
of all the policemen, all the way 
from 42nd Street to Bowling Green. 
What a fine, healthy lot of fellows 
they are. It is evident these police- 
men are very seldom changed from 
their locations. For several years I 
have seen the same men week after 
week. They are the most cheerful 
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class of people I know. They are 
always smiling. If any of them ever 
catch cold they do not show it. 

Now, one thing struck me as being 
curious. All of these men on the 
same day dress exactly alike. By 
this I mean if you start down the 
long drive with about two policemen 
to each block, if the weather is bad 
then everyone of them will be wear- 
ing their oilskins with their caps. 
You won't find one policeman wear- 
ing a slicker, and another wearing 
just an overcoat. The next day they 
will all be wearing their overcoats 
just alike, and the next day if it 
happens to be warm they will be 
wearing regular uniforms without 
overcoats and without slickers. What 
a system! Somebody must regulate 
the policemen. Someone must tele- 
phone them every morning what to 
wear before they leave home, or they 
must gather at headquarters before 
they take their beats. I do not know 
how they do it, but I do know that 
“the finest” all dress alike on the 
same day. 

(Since dictating the above I am in- 
formed they report at headquarters 
in the morning and the weatherman 
at headquarters tells them just how 
to dress. ) 


It is too bad that some of our 
employees and salesmen cannot have 
the same system. Possibly if they 
did there would be fewer colds and 
fewer members of the “disappearing 


club.” 


Christmas cards still seem to be 
popular. I was happy to receive a 
lot this year. Some of them were 
very artistic—others amusing. One 
of my old friends sends me a card 
upon which was the engraving of a 
dog. This dog was chained to his 
kennel. Around his neck was a sign 
—“For sale.” On the card was 
printed—“We are here today and 
gone tomorrow—Merry Christmas.” 

On another card a very charming 
lady was locking Santa Claus in the 
clothes closet, while someone was 
pounding on the door. 

Then it seems to be the fashion this 
year to have Christmas cards illus- 
trating the owner’s hunting lodge, 
fishing shack, camp in the moun- 
tains or on lakes, sail and motor 
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boats. There were a number of cards 
of this kind. These cards all appeal 
to me. The people in the United 
States are becoming more and more 
outdoor minded. 

Naturally, there were a number 
with brightly burning fireplaces and 
a pet dog lying on the hearth. Others 
were fireplaces with the old time 
spits and other cooking utensils. I 
am surprised that some of my up-to- 
date friends did not send me pic- 
tures of their new oil burners, or 
new electric refrigerators with vari- 
ous interesting things on ice. 


* * * 


It is written “Where your treasure 
is there will your heart be also.” 
Many a tired man and woman in the 
city is thinking of these camps and 
the days they have spent in the out 
of doors. Now, let me prophesy, let 
me go on record, in the next ten 
years there will be a great movement 
in this country from the cities to the 
country. People are going to depart 
from their flats and tenements and 
get into their own homes, no matter 
how small and modest they may be. 
This depression through which we 
are passing has taught the city 
dweller and his family a lesson he 
will not forget. 


* * * 


One friend of mine who has been 
hard hit remarked the other day, “All 
right, I have had to take it on the 
chin, but my greatest source of con- 
solation is in the fact I have a cabin 
and a little farm up in the Maine 
woods. 


* * * 
' 


Another friend in a letter sends 
me the following interesting quota- 
tion from Emerson: “In history, the 
great moment is, when the savage is 
just ceasing to be a savage, with all 
his hairy pelasgic strength directed 
on his opening sense of beauty—and 
you have Pericles, and Phidias—not 
yet passed over into the Corinthian 
civility.” That strikes me as good 
stuff—the mind with a civilized in- 
terest for beauty without having lost 
the strength of a savage. 


* * * 
If you are fond of ships just read 


the article in the January National 
Geographic Magazine about a cruise 


of an old “square rigger” carrying 
grain from Australia to England. 
The pictures are thrilling. Some job 
for the boys to swarm up the rigging 
and take in the main top gallant sail, 
in a stiff gale. There are all the 
photographs of a sailing ship in full 
detail under all sailing conditions. 
How does a sailor hold on to the 
yards? Here it is all explained. The 
author writes it is easy and not 
dangerous, but there are some photo- 
graphs from the top of the main mast 
looking over into the sea, and I do 
not think it is just the job for a 
middle-aged gentleman suffering 
somewhat from overweight. 


* * * 


An ex-hardware man, now a dirt 
farmer, writes: “I was glad to get 
your card. Was becoming quite 
alarmed at your silence. Neither of 
us, now, has a very alluring “expect- 
ancy.” However, now that I am past 
seventy, life gets more interesting 
every day. Food still tastes good, 
and if a fellow could just get 
something “shocking” to read 
every day he might help set a new 
table of.“expectancy” in the “higher 
brackets.” I always feel rejuvenated 
when I read something startling— 
something to give a fellow a new 
place to think from. I perfectly un- 
derstand—that is, if we can _per- 
fectly understand anything—what the 
aged Greek philosopher meant when 
he said on his deathbed: “My son, 
give me a thought, that I may pro- 
long my life.” Give me a thought. 

Now, what thought shall I send my 
friend? It should be simple. It 
should be direct. Probably the best 
thing I can do will be to subscribe 
for the “Reader’s Digest” and let him 
pick out thoughts from between its 
covers, every month. If any of my 
readers do not read the little book 
called the “Reader’s Digest”—$3.00 
a year—if they will subscribe for it 
and do not like it, I will underwrite 
their subscription. I carry this book- 
let in my pocket. I read it on the 
subway, in the train, while waiting 
in the automobile and sometimes on 
Christmas Eve, when the shouting 
and the turmoil is over, when it is 
quiet and “nothing is stirring, not 
even a mouse.” 


* * * 


Now for another year. Every day 
should be full of interest. Let’s see 
it through. 
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A February Ist Expiration Date for Auto License Plates in All 


States Would Free a Large Part of 


3206 Million Dollars for Christmas Trade 


EGULATIONS in many States 
require annual license plates 
to be in use Jan. 1. As plates 

are usually available during Decem- 
ber, hundreds of millions of dollars 
which might otherwise be spent with 
retailers for Christmas merchandise 
must be expended in registration fees. 
In common with dealers in other 
lines, many hardware merchants feel 
that the huge sum taken out of cir- 
culation for auto licenses during the 
month of December might be col- 
lected at almost any other period of 
the year. 


Large Total Paid 


Considering that $355,704,860 was 
paid in auto registration fees in the 
United States in 1930, the importance 
of the problem is plainly evident. 
Most of this is paid in December. 

A. E. Marshall, president, Mar- 
shall-Barrick Co., Inc., Lyons, N. Y., 
writes: “Would licensing automo- 
biles and trucks Feb. 1 of each year, 
in place of the present Jan. 1, be 
beneficial to holiday trade without 
injury or loss to State income? 

“The writer believes this change of 
one month would cause no loss to 
State income, but would be a big 
help to holiday shoppers. 

“When you take out of a county in 
the rural districts the vast sums neces- 
sary to buy license plates at the holi- 
day season, you have placed a burden 
on the public that drains it of buying 
power, as this money is not spent 
again in the community where it is 
paid out for months, and then, in 
most cases, only a small part is re- 
turned. I beiieve the rural com- 
munity suffers most under the present 
system. 

“In our county (Wayne County, 
N. Y.) more than $200,000 is paid 
before Jan. 1 each year. This is a 
large sum to be paid out at the holi- 
day season. I believe business in 
general would benefit from a 
change.” 

Existing laws are by no means 
universal. About half of the States 
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Table Showing Expiration Dates for 
Automobile Licenses in Various States 
Based on Present Laws, 


License Plates 









Good Until Gross Receipts 

Date Specified of Auto Fees 

State Without Penalty in 1930 
pee ee y $3,166,642 
Montama® ...-ccecoe ‘ 1,538,276 
Oregon* .....-++e- 9,617,930 
Wisconsin*® ...... Feb. 13,083,521 


13,961,362 


eee eeeee 


Arkansas ......0.¢ " 4,283,959 
Tennessee ....... x 

South Carolina ... 

TOW cecccccceus 

Connecticut ...... 

Vermont ..cccccce 

Mississippi ....... 

New Jersey ...... 

Michigan ... 
Washington .. 
New Mexico .. 
Rhode Island 
Kentucky ....... 
Arisoma ......... 
North Dakota 
Massachusetts . 
North Carolina .... 

BBimete <2 ciccccce 

Kamsas ...cccccce 

New York ......; 

Delaware .......+ 

West Virginia .... 

Pennsylvania oe . 33,112,371 
New Hampshire ...Jan. 1 ...... 2,290,435 
GREG 60000660666 ofam, B .cccese 13,287,352 


*Legislature has revised motor vehicle laws in 
accordance with the contention in this article. 

Note—Data was not available from Cali- 
fornia, Colorado, Indiana, Maryand, Missouri, 
Nebraska, Virginia and the District of Co- 
lumbia. 








allow car owners some leeway, be- 
yond Jan. 1, to procure new plates. 
Note, however, most of the States 
having the largest revenue from this 
source stipulate that new plates must 
be used after Jan. 1. Regulations 
prevailing in most of the States are 
shown in the accompanying table. 


Some States Have Revised 
Law 
In Maine, Montana, Wisconsin and 
Oregon laws were revised at recent 
sessions of the Legislature and new 


dates established for payment of 
registration fees. In Maine and Ore- 
gon the change was prompted by the 
reasons advanced in this article. It 
is assumed that the same reasons 
were also instrumental in the amend- 
ments made to the motor laws in Wis- 
consin and Oregon. As an additional 
incentive for making the changes, the 
argument was advanced that it would 
be easier for the average person to 
pay the fee during the spring or sum- 
mer months when work is more 
plentiful. The diversion of such 
funds during the holiday season is 
minimized to a certain extent in some 
states by regulations which place the 
plates on sale several months preced- 
ing the close of the year. However, 
the general tendency of everyone to 
neglect such matters until the last 
minute makes such arrangements 
considerably less satisfactory than 
prescribing an expiration date in 
February or March. 


Action Needed 


Changes in the laws so that the 
situation outlined will be avoided can 
be brought about by the concerted 
action of retailers in every line of 
business. Hardware merchants 
through leading such a movement 
have an opportunity to render a 
praiseworthy service to merchants in 
all lines of business. The change, in 
practically every instance will have 
to be brought about by having a bill 
introduced in the State Legislature 
which will amend the existing law. If 
merchants will unite in their efforts 
sufficient influence can be exerted to 
effect the desired change. To start 
the ball rolling, it is suggested that 
resolutions recommending the change 
be adopted by hardware associations 
at their coming conventions. Hard- 
ware merchants might also discuss 
the matter with dealers in other lines, 
and make it a point to bring the sub- 
ject to the attention of their local 
Chamber of Commerce and other 
similar organizations. 
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One of a series of 
articles on every- 
day legal prob- 
lems by Leslie 
Childs 


LESLIE CHILDS 


Danger Points in Giving 


account, and a merchant ad- 
mittedly owes for a shipment 
of goods, there is usually no ob- 
jection to him giving a note for 
the account at the request of the 
seller if this is required for any 
reasonable reason. And it is fre- 
quently done where a merchant 
needs an extension of time in or- 
der to make payment, and the 
seller of goods demands that the 
account be put in a more specific 
form as a condition to granting 
such extension. 
However, a merchant should 
watch his step in giving negoti- 


|: there is no dispute about an 
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NOTES 


in Payment for Goods 


able promissory notes in payment 
for goods, where there is any dis- 
pute about the amount due, or 
any doubt about the quality of 
the goods being up to what was 
ordered. And this applies with 
great force to paying for goods 
by promissory notes, before they 
have been received and ex- 
amined, and especially so if the 
merchant is dealing with a 
stranger. 

This is true because where a 
negotiable promissory note is 
given for goods, in advance of 
receipt and examination of the 
goods, if the seller transfers 


the note to an innocent holder the 
merchant may be liable on the 
note, regardless of whether the 
goods are up to contract or not. 
In other words, the merchant will 
usually be absolutely liable to 
the holder of the note, and will 
not be allowed to set up any de- 
fect in the goods to defeat lia- 
bility on the note. For example. 


Merchant Gives Notes 
For Goods 


In a recent case of this kind 
a retail merchant gave a series of 
six notes in the sum of $67 each 
to a manufacturing company in a 
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distant state, in payment of a bill 
of merchandise. These notes, it 
appears, were given before the 
merchandise arrived, or at any 
rate before the merchant had had 
an opportunity to examine the 
goods. The notes were straight 
negotiable promissory notes, and 
payable at stated intervals of sev- 
eral months apart. 

After the merchandise arrived. 
and the merchant had had an op- 
portunity to examine it, he con- 
tended that it was not as repre- 
sented and wrote the seller for an 
adjustment. The matter hung in 
the balance a few months, or 
until the notes were about to be- 
come due, when the merchant re- 
ceived a demand for payment 
from a third party, who informed 
the merchant that he (third 
party) was the holder of the 
notes. 

It then developed that the 
seller of the goods had sold the 
notes to this third party by in- 
dorsement, as he had a right to 
do. The merchant refused to pay 
the notes, unless an adjustment on 
the merchandise was made. The 
holder of the notes was not inter- 
ested in this, and brought suit on 
the notes as an innocent holder 
for value. And the court in hold- 
ing the merchant liable on the 
notes said: 


Merchant Held Liable 


“Doubtless a defense of partial 
failure of consideration would be 
measurably good against the 
original payee (seller) of the 
notes; but it was no defense 
against this action by a holder in 
due course. * * * There was no 
fraud inherent in the notes, no 
infirmity in them available 
against an innocent holder in due 
course. The depositions of 
plaintiff (holder of the notes) 
and of the manager of the manu- 
facturing company were to the ef- 
fect that the notes were negoti- 
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ated in an ordinary business 
transaction before maturity, * * * 
judgment for plaintiff.” 

So that ended the case with 
the merchant being held liable on 
the notes in the hands of the 
buyer thereof, and, as an illus- 
tration of the possible danger in 
giving notes under circumstances 
of this kind, this case is well 
worth having in mind. For, as 
we have seen, the transfer of the 
notes by the manufacturing com- 
pany into the hands of an inno- 
cent third party, made the mer- 
chant absolutely liable on the 
notes to this third party, regard- 
less of whether the merchandise 
represented by the notes was up 
to sample or not. 


Clearly then, this placed the 
merchant at a great disadvantage 
in getting a settlement from the 
manufacturer for the alleged de- 
fective goods. For if no notes 
had been given, the merchant 
would have had the right to set 
up the defects in the goods, in 
any action brought by the manu- 
facturer to collect therefrom. 
and it is easy to see the advan- 
tage of this from the merchant’s 
standpoint. So while the giving 
of notes may be proper in some 
cases, it should be indulged in 
cautiously, and for a merchant to 
give them in advance of receipt 
of goods is, to say the least, tak- 
ing chances that had better he 
avoided. 





solescence. 


and decay. 
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Each Day 


by Everett B. Terhune 


—Each day, the rails of our great transportation 
systems are being worn down by the thousands of 
trains that are thundering in all directions. 


—Each day, the motors of millions of automobiles 


that are speeding along our highways and by-ways are 
becoming worn down and out and approching ob- 


—Each day, the sun and wind and rain and snow 
are beating upon our roofs and causing deterioration 


—Each day, the pots and pans and kettles and things 
under those roofs are falling prey to the ever-active 


—Each day, the coats and suits and stockings and 
shoes of 120,000,000 restless people are falling upon 


—Each day, new babies are being born to be fed and 
clothed and cared for and educated up to their three 
score and ten years of existence. 


—Each day, the requirements of our people are 
getting heavier and the vacuum of replacement greater. 


—Each day we are nearer the beginning of a great 
and overwhelming industrial activity. 




















Getting the 
most from 


by PAUL W. PETTENGILL, C.P.A. 
Senior Partner, Paul Pettengill & Co. 
Lecturer, Northwestern University 

of Commerce 


r \ HE independent merchant will 
maintain his place in the hard- 
ware field and earn his profits 

in proportion to the efficiency with 
which he performs his functions and 
renders a real service to his com- 
munity. The merchant who is un- 
willing or unable to take advantage 
of new methods or new developments 
must, of course, risk ultimate failure, 
or be in the position all his life of 
just making a bare living from his 
business. 

Let us analyze some of the major 
causes of business failures, of which 
we had 28,285 in 1931, the largest 
number in our country’s history. The 
causes as listed by Bradstreet’s were: 


Reasons Per 
Specific conditions, such as trade Cent 


depressions, war, floods, and 

other acts of God..........- 33.9 
Lack of capital .....ccccccees 31.5 
Incompetence .........-0.655 21.7 
DEE cccccacenaseene 4.8 
Unwise credits and failures of 

CE Kcanebieeewaeeqan es 4.0 
a a errer eer 2.3 
ee eee ee eee 18 

I cats! Wide nia ce ow ee 100 


With proper accounting records in- 
stalled in your business, and intelli- 
gent analysis of the results reflected 
by these records, the first important 
step has been accomplished by the 
business man in preventing failure 
and in improving the condition of his 
business. 

One of the major causes of failures 
as mentioned was lack of capital 
which accounted for almost one-third 
of all failures. Too many men start 
in business with too little capital. 
They have a few hundred dollars and 
some wholesaler, anxious for busi- 
ness, grants them credit for merchan- 
dise away beyond what would be 
loaned them in cash if the merchant 
applied for a cash loan. 

There is available to the hardware 
merchant plenty of financial statis- 
tics which show the minimum pro- 
portion of capital of his own the 

You will recall that specific con- 
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Your Accounting 


successful merchant should have in 
his business and the proportion of 
borrowed capital in the form of ac- 
counts payable he may safely have. 
If the prospective merchant can not 
produce these minimum cash capital 
requirements, obviously the cards are 
stacked against him at the start. If 
such a proper financial analysis is 
made a good many men would hesi- 
tate to start in business or would seek 
additional sufficient capital before 
starting. 








“If I had a retail hardware business I would make cer- 
tain my accounting system was modernized on a standard 
basis of account classification. 
monthly financial statements showing. my financial status 
and my results from operations. I would prepare certain 
vital percentages and compare same whenever opportunity 
offered with similar averages of profit-making dealers. I 
would not bother with the general group average, but pick 
out the profit-making group, and steer my business toward 
the goal of their accomplishments. It is just as easy to 
shoot at the biggest and best goal as well as something not 
quite so good.”——Paul W. Pettingill. 





I would obtain therefrom 








ditions, principally trade depres- 
sions, or in other words, falling com- 
modity prices, cause a]lso about one- 
third of the failures. This cause is 
very closely related to the lack of 
capital cause, because if a business 
suffers depreciation in the value of 
his stock due to decline in commodity 
prices, there must be a sufficient 
margin of the owner’s capital in- 
vested in the business to absorb this 
loss at once; the minute the borrowed 
capital in the business absorbs any 
part of such loss the business is in- 
solvent and the creditors take charge. 


Minimum Inventory 


But, if your accounting records are 
proper and well kept and you are 
getting the information therefrom 
that you should, your inventory will 
have been kept at a minimum in both 
good and bad times, with a resultant 


minimum loss due to falling market 
prices, and a lighter shock to your 
own invested capital. 

If your accounting records are 
properly set up and kept, vital finan- 
cial and operating percentages may 
be obtained therefrom. The thermo- 
meter will show the sub-normal, 
normal or high temperatures by a 
simple comparison and analysis of 
your own percentages with average 
percentages of like business. 

If you are incompetent and unable 
to overcome your inexperience in the 
hardware field (more than 14 of the 
causes of failure may be attributed 
to these two reasons), is it not the 
better part of valor to consider care- 
fully the reasons and if you can not 
correct them to take steps to liquidate 
and prevent further losses to yourself 
and creditors? Your accounting rec- 
ords will do much to show you the 
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Reeords 


progress you are making in the fight 
against these two causes of failures. 

Four percent of all failures are 
caused by -rranting of unwise credits. 
O:e nw easily determine if his 
bu .ress is going astray in this re- 
spe: by comparing his percentage 
of -.iit losses to net charge sales 
with the ave’ xge bad debt loss per- 
centage of other successful mer- 
chants. Then, of course, steps must 
be taken te revamp credit and collec- 
tion policies. i.earn why, and then 
correct the situation. That’s the final 
step that counts. 

Too many merchants worry about 
their competition too much. Only 
2 per cent of all failures are caused 
by competitors. Why worry about 
this cause when the principal reasons 
for failure are right within your own 
control ? 

Only a simple double entry ac- 
counting system is necessary for even 
the largest retail hardware merchant. 
It should be designed along lines 
considered standard by other mer- 
chants, so any comparison which 
may later be made will be of mean- 
ing. Ratios, percentages and statis- 
tics, etc., are only of value when the 
accounting records from which the 
facts are derived are kept on the 
same general basis. 

The recently passed Federal in- 
come tax law of 1932 has increased 
rates and reduced and eliminated 
exemptions, making it essential to 
keep proper record of every business 
transaction. 


Specific Cases 


Let us review some actual and 
specific cases where accounting rec- 
ords and statistics were of value to 
a hardware store owner in improving 
his business and defeating “old man 
failure.” 

(1) Many hardware stores today 
face the rental problem. Leases 
were signed in a period of prosperity 
for a monthly rental which based on 
present day sales volume is away out 
of proper proportion. The problem 
is how to work out an arrangement 
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which will have the double effect of 
(a) reducing the rental burden for 
the time being at least and (b) also 
give the property owner a chance to 
come out whole when conditions im- 
prove. There are at least six ways 
that rental adjustments may be 
made—. 


(Mr. Pettengill here reviewed various 
means of reducing store rentals, i.e., perma- 
nent and temporary flat reductions, de- 
ferred payments, percentage leasing, etc., 
all which phases of the renting problem 
are covered in detail in this issue in Mr. 
Witten’s article on pages 42-43—Ep.) 


(2) Cash shortages and embezzle- 
ments have indirectly been brought 
to light through the fact that the 
records and profit and loss statement 
continuously showed an unusually 
low gross profit margin in spite of 
the fact that goods were properly 
marked up and all other possibilities 
were accounted for and eliminated. 
By the process of elimination it was 
therefore suggested that “buyers” be 
sent into the store to do a little 
scientific buying. The result was the 
uncovering of pocketing of cash sales 
by two clerks to such an extent that 
the cumulative total effected the 
gross profit as previously shown by 
the accounting records. Incidentally, 
several thousand dollars were also 
recovered by the business. 

(3) Comparison of sales per sales- 
man with those of other stores indi- 
cated such low selling efficiency on 
the part of one hardware store 
owner’s clerks that a serious and 
strenuous training course in selling 
was institute] with the result that 
sales volume incr..ased considerably. 

(4) Comparison by another store 
of its abnormally j»oor turnover of 
accounts receivable with the better 
turnover accomplished by other 
stores resulted in ¢ systematic pro- 
cedure in handlin.: credits and col- 
lections whici: converted receivables 
into cash. 

(5) Country hardware merchants 
may wonder why, with all their gross 
sales, a substantial net profit is never 
earned. It has been my experience 
that one of the reasons is that the 
loss incurred by the so-called “shop 
department” slowly but surely eats 
up a good share of the profit earned 
from the regular store sales in good 
times, and in bad times serves to in- 
crease the loss. Installation of a 
very simple set of cost records per- 
mitting proper control over the shop 
department and its employees has 


changed the picture completely. 
Profits are preserved; losses are not 
increased. If the employees know 
the cost records have to show a profit 
on the completed job, and if a loss 
is shown the reasons why will be 
reflected, there is liable to be less 
lost motion and waste, and a little 
more desire to complete an assign- 
ment and get on to the next one. 

(6) As a result of properly kept 
monthly sales records for 1931, one 
hardware merchant budgeted intelli- 
gently his monthly sales for the year 
1932, and, by so doing, stimulated 
himself and his sales force so that 
in this year thus far they have at- 
tained each month’s quota. Conse- 
quently, with expenses properly con- 
trolled, 1932 has not been such a bad 
year for this merchant. 

The use of simple graphs or charts 
to depict sales trends as well as 
changes in other operating factors 
has been used by many merchants to 
help visualize their progress through- 
out the year. 

Budgetary control, operated on a 
simple basis by a retailer, would do 
much to insure profits, maintenance 
of a satisfactory cash balance, avoid- 
ance of excessive inventories, reduced 
expenses. Budget operation, even if 
it does not function perfectly, at least 
sets up a standard practice and goal 
toward which one can strive. 

(7) The working capital of a busi- 
ness is the excess of the total of its 
cash, receivables and inventory over 
its currently due liabilities. The 
ratio of the total of these current 
assets to the liabilities should always 
be kept, say, at 5 to 1, in order to be 
considered as sufficiently financed 
with,plenty of margin to provide for 
contingencies. 

Proper accounting records after 
installation produced figures show- 
ing a hardware dealer to have too low 
a working capital ratio. He imme- 
diately made plans to inject new 
liquid capital into his business. Per- 
sonal assets were sold, incidentally, 
just before the depression at good 
prices, and the cash placed in the 
business improving the working cap- 
ital, and thus permitting this dealer 
to ride through the depression period. 
Had such steps not been taken as a 
result of realizing by comparison 
with other concerns that his business 
was underfinanced, this dealer would 
no doubt have been out of business 
today as the personal assets he sold 

(Continued on page 58) 
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W. GIBSON CAREY JR. NEW PRESIDENT 
YALE & TOWNE—W. C. ALLEN CHAIRMAN 


Schuyler Merritt Resigned as Chairman Following Election to 





Congress Which Requires Washington Residence 


W. Gibson Carey, Jr., was 
elected president of The Yale & 
Towne Mfg. Co., New York City, 
on December 22, 1932. He suc- 
ceeds Col. Walter C. Allen who 
held that post for the past seven- 


teen years and who now becomes 
chairman of the board. Col. 
Allen succeeds Schuyler Merritt, 
who resigned as chairman after 
eight years in that position, that 
he may give full attention to his 
duties as Representative in Con- 
gress and make Washington, D. 
C., his residence. He will con- 
tinue as a director. 

Mr. Carey, the new president, 
is a graduate of Union College. 
He served here and abroad as an 
Artillery Captain in the U. S. 
Army during the war and has 
been vice-president and treasurer 
of Yale & Towne Mfg. Co. for 
some time. He came to the 
company with a fine record as an 
organizer and executive. His first 
post was assistant to the presi- 
dent. Prior to joining the Yale 
organization Mr. Carey was gen- 
eral manager of the Philadelphia 
Division of the Container Corp. of 
America and had for several 
years previous been secretary, 
treasurer and sales manager of 
the Philadelphia Paper & Mfg. 
Co. prior to that company’s 
merger with the Container Corp. 

Throughout his business career 
Mr. Carey has been particuiarly 
interested in the sales, financial 
and budgetary phases of busi- 
ness and will in his new position 
continue to concentrate much of 
his efforts toward such duties. 
He has announced his intention 
to maintain with scrupulous care 
the Yale policy for quality mer- 
chandise and the company’s es- 
tablished distribution and sales 
policy which he feels will protect 
the mutual interests of the com- 
pany and the hardware trade. 

Col. Allen has been with Yale 
for many years. He started as a 
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boy in the shop and worked his 
way up through various execu- 
tive positions to become president 





W. G. CAREY, JR. 


17 years ago. He has held that 
position with credit to himself 
and the company. In taking the 
less strenuous office as chairman 
of the board Mr. Allen believes 


he will have more time for rec- 





Ww. C. ALLEN 


reation, which all agree is due 
him. 

The resigning chairman, Con- 
gressman-elect Merritt has been 
an official of Yale & Towne Mfg. 
Co. for more than 54 years. He 
was either secretary or vice-pres- 
ident for 46 years of this period 
and for the past eight years chair- 
man. Mr. Merritt has previously 
represented Connecticut as a 
member of the Congress so he 
goes to Washington with experi- 
ence in the work to be done. 








C. F. SPICER IS MOORE 
CORP. VICE PRESIDENT 


Charles F. Spicer, Columbus, 
Ohio, was recently elected vice- 
president of the Moore Corp., 
Joliet, Ill., cooking and heating 
appliance manufacturers. For 
many years, Mr. Spicer, who is 
also president of the Spicer- 
Henthorne Co., Columbus, Ohio, 
retail furniture dealers, has been 
connected with the Moore or- 
ganization, in the capacity of 
eastern and southern representa- 
tive. He will also act as sales 
counselor for the Moore Corp., 
supervising many of its sales 
activities among the trade. 

During the year just past, the 
Moore Corp. celebrated its 
seventy-fifth anniversary. It has 
been operated continuously by 
the same family, and the second 
and third generations are now 
actively connected with the busi- 
ness. Other officers of the com- 
pany are: President, Lewis 
Moore, Sr., Vice-President, Lewis 
Moore, Jr. and _ Treasurer, 
Alexander Grant. 





NUTMEGGERS PARTY 
BRIDGEPORT FEB. 22 


This year The Nutmeggers 
annual party will be held the 
night of Feb. 22, 1933, which is 
the first night of the annual 
convention of the Connecticut 
Hardware Association which 
meets that day and the next, 
closing at noontime Feb. 23. El- 
liott Paddock, Greenfield Tap & 
Die Corp. is chairman of the 
Nutmegger’s entertainment com- 
mittee and Chas. Freeman, Bran- 
ford, Conn., is secretary of the 
dealer association. 





BAUER HARDWARE CoO. 

DOUBLES FLOOR SPACE 

After eight years in business 
the Bauer Hardware Co., Lewis- 
ton, Me., has doubled its floor 
space. 





NATIONAL CARBON CO. 
OFFERS TOY MAKERS AN 
ENGINEERING SERVICE 

The National Carbon Co., New 
York City, is offering an engi- 
neering service, without charge, 
to toy and other manufacturers, 
as a good many toy manufacturers 
have equipped their toys with 
electric lights for battery opera- 





JOHN E. McCRADY 


tion. The service is also offered 
to those contemplating the addi- 
tion of battery operated motors. 
When necessary the company will 
build working models. 

This department, which was in- 
augurated as a means of increas- 
ing the battery market, is in 
charge of John E. McCrady, who 
is well known in the toy field. 
Mr. McCrady was, for several 
years, general sales manager for 
The A. C. Gilbert Co., New 
Haven, Conn., president of the 
Kelmet Corp., president of the 
Sherman Radio Mfg. Co. and the 
Liberty Radio Chain of Retail 
Storés. He recently developed an 
air conditioner and humidifier 
and is well experienced in the 
manufacturing and marketing 
of toys, radio and electric ap- 
pliances. 

Manufacturers interested may 
get in touch with Mr. McCrady 
at the offices of the National Car- 
bon Co., 30 E. 42nd St., New 
York City. 


TO EXHIBIT NEW LINE AT 
HOUSEFURNISHING SHOW 

E. M. Robinson, sales manager, 
United States Stamping Co., 
Moundsville, W. Va., has an- 
nounced that his organization 
will have on display, at the 
House Furnishing Show, its new 
line of U. S. Stainless Enameled 
Ware, in white with black and 
ivory with green. The exhibit 
will be in room 713, Stevens 
Hotel, Chicago, Il. 
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EASTERN DIV, KYANIZE 
SALESMEN CONVENE 


Salesmen of the eastern divi- 
sion of the Boston Varnish Co., 
Boston, Mass., met recently for 
their annual sales convention, in 
the recently completed conven- 
tion and exhibit hall of the com- 
pany. President James B. Lord 
gave an address covering the 
sales history of the company, for 
the past year. H. A. Hall, treas- 
urer, discussed the financial con- 
dition of the company and deal- 
ers in the eastern territory. That 
same day a complete exposition 
of all Kyanize products was 
taken up in detail. H. A. Hall, 
Jr., in charge of production, gave 
a talk and laboratory demonstra- 
tion on the checking of raw ma- 
terials and finished products. 

The next day’s session was 
given over largely to merchan- 
dising and advertising plans on 
Kyanize paints, varnishes and 
enamels for 1933. C. F. Eberle, 
recently appointed advertising 
manager gave demonstrations of 
the use of Kyanize advertising 
material. C. A. Dana Redmond, 
Ingalls Advertising, covered the 
publication campaign planned 
for this year by the Boston Var- 
nish Co. A banquet at the plant, 
presided over by Mr. Lord closed 
the sessions. 

The following week, salesmen 
representing the company in the 
middle west met at Chicago 
headquarters of the company 
under direction of A. G. Ballester, 
Chicago division manager. Mr. 
E! erle and H. B. Winne, vice 
president of the company, took 
an active part in the Chicago 
division meeting. 





COOPERATIVE PLANS 
LOCAL ASSOCIATION 
Members of the Price & Serv- 
ice Association, which meets in 
National City, Calif., are plan- 
ning to have cooperative buying 
and advertising. Wadam Gazlay, 
San Diego Hardware Co., San 
Diego, Calif., is president of the 
association, of which twenty-two 
stores in the county are mem- 
bers. Other officers of the group 
are: vice-president, W. Trias, 
Trias Hardware Co., San Diego, 
Calif., and  secretary-treasurer, 
Claude Bullen, Homeland Bldg. 
Co., National City, Calif. 





WAREHOUSE FIRE 


In the December 8 issue of 
Hardware Age it was announced 
that the warehouse of the Van 
Hoogenhuyze Hardware  Co., 
Blue Star St., San Antonio, Tex., 
wholesale distributors, was dam- 
aged in a recent fire. We are 
happy to learn that the ware- 
house burned was a small one 
several blocks from the main 
warehouse. It is also pleasing to 
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iknow that the small warehouse 
was used chiefly for the storage 
of surplus merchandise and that 
a reasonable amount of insur- 
ance was carried on that stock. 

N. F. Van Hoogenhuyze, vice 
president and general manager 
states that the fire did not disrupt 
the company’s business, 





GRIFFITH PLANS TO BE 
MANUFACTURERS AGENT 
After twenty-seven years with 
Kelley-How-Thomson Co., Du- 
luth, Minn., wholesale hardware 
distributors, Abner E. Griffith 
has resigned his position. Mr. 





A. E. GRIFFITH 


Griffith was for the past several 
years in charge of the house fur- 
nishings department of the com- 
pany, having started as assistant 
buyer for the Kelley-How-Thom- 
son Co. general line. He is well 
known to hardware and _ house- 
furnishings buyers throughout 
the northwestern part of the 
country and has attended many 
wholesale and manufacturers 
conventions as well as the house 


(From Our Washington Bureau) 
Twelve trade practice rules 
pertaining to unfair methods of 
competition have been approved 
by the Federal Trade Commis- 
sion and designated Group I 
while 10 remaining rules have 
been accepted as expressions of 
the trade in a trade practice 
code for the electrical whole- 
salers’ industry. This industry 
deals in such commodities as 
wiring and construction materi- 
als, generating appliances, radio 
sets, electric fans and the like. 
The rules approved by the 
Commission relate to such prac- 
tices as: false advertising; in- 
ducing breach of contract; def- 
amation of competitors; selling 
goods below cost; price discrim- 
ination; giving money or any- 
thing of value to customers of 
competitors without the knowl- 
edge of their employers; secret 
payment of rebates, enticing em- 
ployees of competitors with the 
purpose of unduly hampering 
them in their business; obtain- 
ing by false statements informa- 





tion from competitors concerning 








BRITISH TRADE BOARD URGES 
MARKING GOODS AS TO ORIGIN 





furnishings shows for many 
years, 
Mr. Griffith, who makes his 


home at 2614 E. 6 St., Duluth, 
Minn., intends entering business 
as a manufacturers agent and 
will probably be joined by his 
son who recently received his de- 
gree as a mechanical engineer. 
He will cover the northwestern 
territory. 


SELLS BUSINESS 
The Pioneer Hardware Co., 
Marshfield, Oregon, has pur- 
chased the business of the 
Ekblad Hardware Co. in that 
town. 





OPENS NEW STORE 
William Reshefsky is propri- 
etor of the newly opened West- 
ern Hardware Supply, Ports- 
mouth, Va., at 519 Middle St. 





WILL HAVE NO MONTANA 
CONVENTION IN 1933 

W. <A. Lundahl, secretary, 
Montana Implement & ~ Hard- 
ware Association, has announced 
that the board of directors of 
the organization decided to hold 
no convention this year. 


STORE IS BURNED 
The Armstrong hardware and 
furniture store in Butler, Mo., 
was recently badly damaged by 
fire. 





Approve 12 Trade Practice Rules 
Relating to Unfair Competition 


their business; shipping goods 
on consignment with the intent 
and effect of injuring a com- 
petitor; distributing electrical 
supplies not properly identified; 
and acceptance of orders for 
large quantities of products tlten 
making small deliveries at quan- 
tity prices. 

The rule regarding lack of 
proper identification is as fol- 
lows: 

“The distribution and sale of 
any electrical supplies from 
which the name plate, serial 
number or any other identifying 
mark of the manufacturer has 
been effaced or removed, with 
the purpose and effect of deceiv- 
ing purchasers, is an _ unfair 
trade practice.” 

Group II rules, accepted as 
expressions of the trade, have to 
do with such subjects as: ship- 
ping unlabeled products, thus 
making possible easy substitution 
of low-grade materials; repudia- 
tion of contracts; accurate cost 
finding; publishing price lists; 
dissemination of statistical infor- 
mation, etc. 





(From Our Washington Bureau) 

The British Board of ‘lrade 
proposes that British buyers shall 
know where their iron and steel 
hollow-ware comes from. Marks 
of origin on merchandise im- 
ported into Great Britain have 
been recommendned by a stand- 
ing committee of the board, ac- 
cording to a report to the Depart- 
ment of Commerce, Washington, 
D. C., from Assistant Commer- 
cial Attache Homer S. Fox. 

The proposal of the British 
Board of Trade would leave no 
doubt as to the country of origin 
of imported iron and steel hollow- 
ware. It is proposed that the 
goods be marked by impressing 
or embossing on each article or 
on metal labels soldered or 
riveted to each article. On hol. 
low-ware imported prior to the 
effective date of the order, an 
indication of origin, applied by 
stenciling or by means of labels 
securely attached to the article 
would be considered sufficient. 

Hollow-ware recommended for 
marking includes: plain, galvan- 
ized, tinned, japanned, painted, 
lacquered, or varnished but not 
hollow-ware of tin plate, enameled 
hollow-ware, or kegs and drums, 
nor hollow-ware imported as part 
of another article. 





McKINNEY SELLS ROUND 
UNIT LOCK PATENTS TO 
AMERICAN HARDWARE 
J. P. McKinney, president, 

McKinney Mfg. Co., Pittsburgh, 

Pa., has announced that his 

company has sold its round unit 

lock patents to The American 

Hardware Corp., New Britain, 

Conn. Mr. McKinney’s an- 

nouncement said in part: “This 

does not in any way affect our 

hinge, forged iron or other di- 

visions. 

“Arrangements have_ been 
made so that we can complete 
all orders now in the factory and 
also orders that our customers 
are obligated to furnish. We 
will also keep a stock of locks 
and parts on hand to take care 
of fill-in orders, and _ replace- 
ments. Except for such orders, 
all prices are withdrawn, effec- 
tive at once.” Mr. McKinney’s 
statement was dated December 14. 





CAROLINAS CONVENTION 
TO MEET JUNE 6-8 

Arthur R. Craig, secretary- 
treasurer, The Hardware Asso- 
ciation of the Carolinas has an- 
nounced that the 1933 conven- 
tion will meet June 6, 7 and 8 at 
the Hotel Goldsboro, Goldsboro, 
N. C. Mr. Craig has his offices 
at 803-5 Commercial Bank Bldg., 
Charlotte, N. C. 
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E. E. LUCAS ANNOUNCES 
CONVENTION DATES 

E. E. Lucas, Hutton Bldg., 
Spokane, Wash., has announced 
convention dates for the three 
hardware associations of which 
he is secretary. The Idaho Re- 
tail Hardware & Implement 
Dealers’ Association will meet at 
the Owyhee Hotel, Boise, Idaho, 
January 25 and 26. The conven- 
tion of the Pacific Northwest 
Hardware & Implement Associa- 
tion will be held at the Daven- 
port Hotel, Spokane, Wash., Feb- 
ruary 2 and 3. At the Multno- 
mah Hotel, Portland Ore., the 
Oregon Retail Hardware & Im- 
plement Dealers’ Association will 
hold its conventio : on February 
7 and 8. 

Irwin E. Dougias will represent 
the National Retail Hardware 
Association at the above meet- 
ings. 


PRICE HEADS MAHONING 
VALLEY DEALER GROUP 

Ernest Price, Stewart Hard- 
ware, Hubbard, Ohio, was elect- 
ed president of the Mahoning 
Valley Hardware Group, at a 
recent meeting. J. B. Cava- 
naugh, Cavanaugh Co., Youngs- 
town, Ohio, spoke on the impor- 
tance of regular attendance and 
participation in the meetings of 
the association. Other officers 
for the year are: vice president, 
Paul Gluckler, Gluckler Hard- 
ware, Youngstown, Ohio; treas- 
urer, Jack Walker, Stambaugh 
Thompson Co., Youngstown, 
Ohio, and secretary, L. J. Harbi- 
son, Youngstown, Ohio. 


CLEVELAND PRODUCTION 
CLUB HOLDS MEETING 
The recent meeting of the 

Cleveland Paint & Varnish Pro- 

duction Club was addressed by 





Sidney Werthan, research divi- 
sion, The New Jersey Zinc Co., 
who discussed, “Paint Evalua- 
tion.” Dr. C. F. Prutton, Case 
School of Applied Science ex- 
plained the work being done by 
the school in cooperation with 
the club on the problem of float- 
ing pigments. 


OPEN NEW QUARTERS 

Kirk & Allen’s Hardware, 
Jamestown, N. D., has opened its 
new quarters on Fifth Ave., S., 
after more than forty years in 
its previous location. The new 
quarters occupy a three-story 
building. 


RICE IS PRESIDENT 
OF ODELL HARDWARE 


Joseph B. Rice was recently 
elected president and general 
manager of the Odell Hardware 
Co., Greensboro, N. C., whole- 
salers. For the past twenty-five 
years he has been connected with 
Hyman Supply Co., Wilmington, 
N. C., of which he became vice 
president and general manager 
in 1914. In 1931 he was elected 
president of the Hyman Supply 
Co. 

L. A. Hartsook continues as 
vice president of the Odell Hard- 
ware Co., while F. R. Stout 
retains the position of secretary- 
treasurer. 


WILSON CO. REPRESENTS 
KINGSTON DIVISION 

Effective January 1, Kingston 
Products Corp., Toy Division, 
Kokomo, Ind., appointed the 
John K. Wilson Co., 807 Whit- 
taker Bldg., Baltimore, Md., as 
its representative. The Wilson 
company will handle the terri- 
tory including Maryland, Dis- 
trict of Columbia, city of New 





Orleans, N. and S. Carolina, Vir- 
ginia, Delaware, Tennessee, Miss- 
issippi, Alabama, Georgia and 
Florida. 

The John K. Wilson Co. is 
well known throughout this ter- 
ritory, which it has covered for 
the past forty-five years. 


LOUISVILLE PRODUCTION 

CLUB CHANGES NAME 

The Louisville Production 
Men’s Club at a recent meeting 
in the Kentucky Hotel, Louis- 
ville, Ky., decided to change its 
name to Louisville Paint & Var- 
nish Production Club. Robert J. 
Moore, Bakelite Corp., Bloom- 
field, N. J., spoke of recent de- 
velopments with bakelite and 
three new resins of a synthetic 
nature developed during the past 
year. Karl A. Henline and James 
E. Kortum spoke on the federa- 
tion’s work. 


HAVE BRANCH STORE 

Kimmel & Stratton, Prospect, 
Ohio, hardware dealers, recently 
opened a branch store in Green 
Camp, Ohio. 


RAWLPLUG CLEVELAND 
QUARTERS MOVED 
The Rawlplug Co., Inc., 98 La- 
fayette St., New York City, 
manufacturers of screw anchors 
and holding devices, has an- 
nounced the removal of its 
Cleveland, Ohio, offices and ware- 
house from 2032 E. 22 St. to 1315 
W. 6 St. The new location 
affords larger space for the com- 
pany. Truck deliveries will be 
provided to all parts of the 
Cleveland area and the Branch 
will continue to operate as in 
the past, carrying the company’s 

entire line. 








SOUTHEASTERN ASSN. 
TO MEET IN JUNE 


Walter Harlan, secretary- 


treasurer, Southeastern Retail 
Hardware & Implement Associa- 
tion, has announced that the 1933 
convention and exhibition will 
be held at the Ansley Hotel, At- 
lanta, Ga., June 6, 7 and 8. The 
Southeastern association com- 
prises dealers in Alabama, Flor- 
ida, Georgia and Tennessee. Mr. 
Harlan’s office is located at 1450 
Piedmont Ave., Atlanta, Ga. 





BLACKFORD MANAGES 

SHEET & TUBE BRANCH 

E. K. Blackford has been ap- 
pointed as district sales manager 
of the Seattle territory of the 
Youngstown Sheet & Tube Co., 
Youngstown, Chio. 





AIRSHIP MACON USES 
COLUMBIAN VISES 
The new Airship Macon, now 
being built for the United States 
Navy in Akron, Ohio, will carry 
in its tool room vises of alumi- 
num alloy made by The Colum- 
bian Vise & Mfg. Co., Cleveland, 
Ohio. 
CONNELLY CO. HAS 
COAST BRANCHES 
The F. B. Connelly Co., Bill- 
ings, Mont., as northwest dis- 
tributors of the Grunow Electric 
Refrigerator, made by Grunow 
Corp., Chicago, Ill., will have 
offices and warehouses on the 
Pacific Coast at Seattle, Wash., 
Portland, Ore., and Spokane, 
Wash. The Billings office will 
be continued for service of deal- 
ers in that district. 





HARDWARE STORE FIRE 

The hardware and furniture 
store of Zeb Warner, O'Neill, 
Neb., was recently damaged by 
fire. 





THE CHAIN-STORE SCORECARD 




















1 
Total Sales Number of Stores Sales Per Store 
| cangeny Oct. 1982 | Get. 1931 |.P:C: | Get. | et. | P.C. | et. Oct, | P.C. 
| ss Change|_ 1932 1931 | Change 1932 1931 Change 
| Consolidated Retail. ......] $1,439,260 | $1,720,325 | —16.4 28 30 | — 6.66 | $51,402 | $57,344 | —10.3 
— Ae eee 6,957,630 7,424,045 | — 6.28 442 897 | +11.3 15,741 18,697 | —15.8 
Interstate Se eres 1,776,751 1,870,116 | — 4.99 35 35 nary 50,761 53,4382 | — 4.9 
SS Sa re 5,151,473 5,706,437 | — 9.7 229 222 | + 3.2 22,495 25,704 | —12.4 
S. MEIER 5 cs ccscewen 10,505,762 12,498,349 | —15.94 722 705 | + 2.41 14,551 17,728 | —17.9 
a re 15,667,143 17,899,641 | —12.4 4,765 4,890 | — 2.5 3,287 3,660 | —10.18 
McLellan See ae mbdad We iereaa duit 1,855,630 1,940,496 | — 4.37 275 278 |— 1.07 6,748 6,980 | — 3.32 
Melville Shoe............. 1,740,177 2,177,049 | —20.07 485 477 | + 1.68 3,588 4,564 | —21.4 
G. Cc. a 1,620,267 1,715,304 | — 5.54 175 172 | + 1.74 9,259 9,972 | — 7.14 
a EEE 1,250,658 1,368,911 | — 8.63 79 78 | + 0.01 15,831 17,550 | — 9.8 
AK SS eee ere 16,752,267 17,965,295 | — 6.75 | 1,477 1,458 | + 1.30 11,342 12,822 | — 7.95 
SS rerrre 3,662,962 4,420,857 | —17.4 469 466 | + 0.64 7,810 9,486 | —17.67 
Woolworth. .............. 22,473,183 26,149,841 | —14.5 1,930 1,906 | + 1.25 11,644 13,719 | —15.1 























(a) to Nov. 5 





----Retail Ledger. 
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NATIONAL AUTO SHOW 
_ OPENS JANUARY 7 


The thirty-third annual Na- 
tional Automobile Show will 
open January 7 in Grand Central 
Palace, New York City, to con- 
tinue for a week, excepting Sun- 
day, from 10 a.m. to 10:30 p.m. 
A host of new accessories will be 
displayed including new hot 
water heaters, windshield wipers, 
a new type of switch for con- 
trolling electric control, an “ig- 
nition booster” as well as a gas 
tank lock preventing drainage or 
use of gasoline. Forty-three ac- 
cessory manufacturers will ex- 
hibit. 

Generally lowered prices and 
better values will be evident on 
trucks as well as on passenger 
cars. Alfred Reeves, vice-presi- 
dent and general manager of the 
National Automobile Chamber of 
Commerce, succeeds the late S. 
A. Miles as show manager. 





HARDWARE BOOSTERS 
HOLD CHRISTMAS PARTY 


Fifty-nine members and guests 
attended the annual Christmas 
Party of the Hardware Boosters 
held at the Hardware Club, New 
York City, on Dec. 17. Charles 
Pincus, Stanley Works, New York 
City, was chairman of the com- 
mittee in charge of the party. 
Other members of the committee 
were: Charles J. Heale, editor, 
Harpware Ace; H. R. Conner, 
Behr-Manning Corp., New York 
City; Oscar Watts, E. C. Atkins 
& Co., New York City, and Roy 
C. Schmidt, the Stanley Works, 
New York City. Gift distribu- 
tion and group singing were fea- 
tures of the party. 


Fraim No. 626 Pin 
Tumbler Cylinder 
Padlock 

Has solid die cast case, rust- 


less with satin copper finish. 
Steel-hardened chromium plated 





shackle. Five-pin tumbler cylin- 
der, phosphor bronze locking 
bolt. Nickel silver keys, more 
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ARTHUR C. PIKE, JR. 

Arthur Clark Pike, Sr., 66, 
Cranford, N. J., hardware dealer 
there for more than twenty-six 
years, died December 19, follow- 
ing a long illness. 








A gift was presented to Roy 
C. Schmidt by the Boosters as a 
token of the appreciation of his 
services during his term as presi- 
dent of the organization. John 
H. Tracy, Rawplug Co., Inc., 
New York City, president of the 
Beosters, welcomed the members 
and guests. Professional enter- 
tainment was supplied by George 
Kohlmeier. 

R. L. Hammond announced 
that the annual banquet of the 
Metropolitan Hardware Associ- 
ation will be held at the Commo- 
dore Hotel, New York City, on 
the evening of Feb. 23. 





REGAL DOLL CO. BUYS 
THE HORSMAN CORP. 


The Horsman Corp., New York 
City, doll manufacturers for more 
than 50 years, has been sold to 
the Regal Doll Mfg. Co., Inc., 
Trenton, N. J. The Regal com- 
pany plans to have a new plant 
in Trenton and will continue the 
Horsman brands as well as its 
own. 


FIRE DAMAGES STORE 


Fire recently damaged the 
stock and quarters of the Beck- 


ley Hardware & Supply Co., 
Beckley, Va. The stock was in- 
sured. 





OBITUARY 


EDWIN RUUD 


Edwin Ruud, president, Ruud 
Mfg. Co., Pittsburgh, Pa., water 
heater manufacturers, died at 
his home in that city on Dec. 9 
at the age of 78. He came to 
this country from Norway in 
1882. He had been active in 
the development of new products 
in the industry which he served, 
and had been honored by foreign 
governments for his engineering 
achievements. 


ALFRED CONGDON 


Alfred R. Congdon, 77, mem- 
ber of the firm of A. R. Congdon 
& Sons Hardware Co., Ypsilanti, 
Mich., died recently following an 
illness of two weeks. His son 
Howard and grandson Reynolds 
Congdon were associated with 
him in the store in which Mr. 
Congdon had been active until 
the time of his illness. 





CHARLES A. SOMMER 

Charles A. Sommer, 57, Som- 
mer Bros., Portsmouth, Ohio, 
died recently at his home in that 
city following a relapse. At an 
early age he entered the hard- 
ware business, later going with a 
wholesale liquor house. In 1911 
he returned to Portsmouth and 
became active in the Sommer 
Bros. firm. He was a member of 
the city board of health and was 
active in fraternal affairs. 





H. C. BONNEY 


Harry Charles Bonney, 48, 
vice-president, Ruberoid Co., New 





than 3000 different key changes. 
May be master-keyed. Packed, 
one-half dozen in display carton. 
Weight, 5% Ib. per dozen. List 
price, 50c each. Dealer cost, 
$4.00 per dozen. The E. T. 
Fraim Lock Co., Lancaster, Pa. 


Issue Complete Parker 
Wire Goods Line Catalog 


Illustrating bright wire goods, 
brass cup and shoulder hooks, 
coping saw frames and blades, 
bird cage brackets and springs, 
miscellaneous hardware and 
Steven Richards and Rooster 
brand cutlery. Cutlery line il- 
lustrated includes shoe and rub- 
ber knives, putty knives and 
scrapers, oilcloth, clam and oyster 
knives. Catalogs supplied with 
discount sheets. Parker Wire 
Goods Co., Worcester, Mass. 





Premier Electric Cleaner 


Having power plant, with 


shock absorbers and gaskets” of 











York City, died December 21, at 
his home in Stamford, Conn., 
from pneumonia. 


ARCHIE STEWART 


Archie Stewart, 71, senior 
member of the firm of Stewart 
& Bergen Co., Fort Plain, N. Y., 
wholesale and retail hardware 
company, died December 21, as 
a result of injuries suffered when 
an automobile struck him in 
front of the company’s store, 
more than a month ago. Before 
living in Fort Plain Mr. Stewart 
was a school teacher. He was 
a past president of the New York 
State Retail Hardware Associa- 
tion, a past president, Fort Plain 
Exchange Club, past secretary, 
Mohawk Valley Towns Associa- 
tion and a past president of the 
New York State Implement 
Dealers Association. He was also 
active in local Masonic activi- 
ties. 


L. S. KNOEK 


Leviat S. Knoek, 69, head of 
the former L. S. Knoek & Co., 
Inc., and a hardware dealer in 
Hartford, Conn., for more than 
forty years died December 26. 
He had been in failing health for 
several years and retired from 
active business about five years 
ago. Upon his graduation from 
high school he entered his fath- 
er’s tailoring establishment, 
which grew and added various 
lines until it became a hardware 
store. As the firm expanded it 
became a wholesale as well as a 
retail business. Mr. Knoek was 
active in philanthropic work. 


live rubber, absorbing vibration 
and reducing noise of operation. 
Motor fully enclosed with extra 
housing, which forms an air 
chamber between motorcap and 
outer housing. Precision type 
ball bearings packed with lubri- 
cant, requiring no oiling. Uni- 
versal type, volts 32-250, 0-60 
cycles. Speed 9500 r.p.m., % 
hp. rating. Die cast aluminum 
fan, dynamically balanced for 
smooth, quiet operation. Low 
fan blades, tapered and curved 
throughout. Equipment includes: 
overhanging nozzle, four casters, 
heavy rubber bumper, combina- 
tion tilting device and handle 
lock, adjusting screw for raising 
and lowering nozzle to correct 
cleaning position on rugs of dif- 
ferent nap thickness. Heavy 
steel, pressed half round, handle 
Detachable chromium 


arm. 
plated handle. Brush adjustable 
to take care of wear. The Pre- 


mier Vacuum Cleaner Co., 1734 
Ivanhoe Rd., Cleveland, Ohio. 
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HARDWARE STOCKS ON WHEELS 
MAKE GOOD MERCHANDISE DISPLAY 


The management of the hard- 
ware department of the Whiting- 
Mead Company, Oceanside, Calif., 
dealers in lumber and building 
materials, believes in carrying 
some of the stock on wheels so 
that it may be pulled forth in 
season to form merchandise dis- 
plays either in the sales lobby 
(sales floor) or in the arcade in 
front of the establishment. 

Two examples of stocks on 
wheels are contained in the poul- 
try and rabbit netting, and the 
screen netting. We _ illustrate 
them in Figs. 1 and 2. 





Fig. No. 1 is representative of 
the contrivance used for the fly 
netting, or screen wire. It is a 


pyramidal shaped rack 5 ft. 
square at the base, 7 ft. high and 
tapering to 2 ft. at the top. There 
are accommodations on each of 
the four sides for eight rolls of 
netting of various widths and 
types and qualities, though the 
drawing shows but seven on each 
of the two visible sides. The 
whole contrivance is on casters, 
and, when the fly season is on, 
the affair may be rolled onto the 
sales floor, or into the arcade 
outside and near the entrance. 
The rolls are placed on _ bars 
which fit into slots in the up- 
rights and and are readily re- 
moved to measure and cut off 
the amount the customer desires. 
A display of 32 rolls of screen 
wire is a pretentious one, and, if 
there is any efficacy in quantity 
display, this should produce sales. 

In Fig. No. 2 we illustrate a 
rack for carrying a display and 
stock of poultry and rabbit net- 
ting—a total of 16 rolls. The 
rack is about 9 ft. long and 30 in. 
wide, with compartments ‘o sup- 
port each of the 16 rolls—two 
rows of eight each. Poultry net- 
ting ranging from 12 in. wide to 
7 ft. is carried in one row, while 
rabbit netting of corresponding 
widths is carried in the other 
row. The sketches show a side 
view complete, and a partial ele- 
vation of an end view. 

This rack, also, is on heavy 
casters, making it possible to 
wheel it to whatever point is 
desirable. Sometimes it is placed 
in the arcade to attract the at- 
tention of passersby; at other 
times it is stationed on the sales 
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floor, and, when other articles are 
more seasonable, it is shunted to- 
ward the rear of the department. 

The management believes in 
stressing merchandise in season 
and shifting goods from one point 
to another on the sales floor so 
that it may gain the maximum 
attention from the visitors, or 
the passersby, with a minimum 
amount of effort on the part of 
the sales force. 





Quick Way to Estimate 
Length of Roll 
Material 


There are numerous formulas 
for computing lengths in rolls, 
but I find that all of them are 
more or less complicated. We are 
told to find the outside diameter, 
the inside diameter, then subtract, 
multiply, and do various other 
things, and finally we get the 
answer. 





Here is a simple rule for com- 
puting the lengths in rolls of wire 
screens, hose, belting, cables, can- 
vas, paper, metal bands, wire, 
roofing, rope, chains, etc. Make 
the one measurement “S,” as 
shown in the sketch herewith, in 
inches. Then count the number 
of turns. Multiply the two to- 
gether and then multiply that by 
0.2618. The result is the length 
of the roll in feet. 

For example, if the distance 
S is 10 in., and the number of 
turns is 10, the roll contains 
26.18 ft. 

This holds true regardless of 
whether the material is paper, 
leather, or anything else. The 
thickness of the material does not 
make any difference. 

To check the rule, take an in- 
stance where we have only one 
single turn of belting, the dis- 
tance S being 10 in. The roll, 





then, is a true circle, and the 
distance S is the diameter of that 
circle. The length of the belt, 
of course, is equal to the diam- 
eter times 3.1416, or, 31.416 in. 
Now divide that by 12 and you 
will get 2.618 ft., as per the 
above rule. 

Even if the roll is so tightly 
wound that there is no visible 
hole through it, the rule still 
holds true. And, ditto, if it is 
loosely wound. 





Ledge Bins with Mov- 
able Partitions 


Instead of having a plain table- 
like ledge to become cluttered, 
the usual case with ledges, Harry 
W. Woodward, president of the 
Metro Hardware Company, Inc., 
Glendale, Calif., in the company’s 
new store at 233 N. Brand Ave., 
has built-in bins where the ledge 
usually is found and by using 
removable and movable partitions 
has made that space into very 
valuable and orderly display 
space. 

The bins in this store measure 
24 x 30 in. There are 22 on one 
side of the store and 18 on the 
other. If more space is needed 
for a certain item a partition is 
removed and the size of the bin 
is doubled. Merchandise can be 
carefully classified both as to 
kind and price if necessary. Since 
the bins are right where they 
are there is no chance to leave 
merchandise from the shelves 
above lying around to be picked 
up later. 

Mr. Woodward finds the bins 
especially good for housing kitch- 
en items and housewares which 
are bulky. 

The presence of the bins 
draws the customers to a part of 
the store where they formerly did 
not go. “There was a time,” Mr. 
Woodward says, “when behind- 





The Linder Hardware Store, Golden, 
Colo., uses this handy rack to display 
pitchforks, shovels, etc. 








the-counter was a place where the 
customer felt he did not belong; 
the counters were long ago re- 
moved from most hardware stores, 
yet I have noticed the average 
person, past 30 years of age, from 
force of habit keeps away from 
the shelving. The open bins take 
the sacred, stay-out-of-here char- 
acter away from the entire floor 
space.” 








Granada Hardware Carries Only 
Lines Priced from 5c to $1.00 


In Racine, Wis., Richard A. 
Kroupa of Kroupa Hardware Co. 
opened a branch store for the 
sale of hardware and allied lines, 
priced from 5c. to $1.00. The 
branch is known as Granada 
Hardware and is located in a 
theatre building, where there is 
constant traffic. Miss Kissner, 
who has been with the Kroupa 
company for more than 16 years, 
manages the branch. 

Mr. Kroupa says of the Gran- 
ada store, “Being next to a 
theatre, traffic past our windows 
is large, and as many people go 
to the same theatre more than 
once a week we change our dis- 
plays twice weekly. We find 
Harpware AcE is a great help to 


us in decorating our windows. 
And by changing our window dis- 
plays often we can show people, 
very economically, the numerous 
items which we handle. 

“We use only open display 
tables. Along the walls we have 
shelving 7 ft. high with a ledge 
display space. An orange back- 
ground and orange tables make 
the merchandise stand out in an 
effective manner. Varnished dark 
oak woodwork makes a good com- 
bination with the orange-colored 
stands. Orange wrapping paper 
and dark blue twine add to the 
attractiveness. 

“We handle a complete line of 
household merchandise including 

(Continued on next page) 
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What’s Wrong in This Picture? 


Just another disappointed customer who 
found the merchant “out” of the item 
wanted. If you are interested in learning 
an easy and effective way to keep assort- 
ments up and inventory down, read next 
issue of Hardware Age. There is explained 


in one article by Carl Fast, his 


RECORDLESS 
STOCK CONTROL 

















Carries Only Lines 


5c to $1.00 


(Continued from preceding page) 


granite ware, aluminum ware, 
mops, clothes baskets and ironing 
boards, small packages of nails, 
small kitchen aids and have in-- 
stalled a ten-cent paint depart- 
ment. Other lines which we han- 
dle in the Granada store include 
electrical and plumbing supplies, 
shoe leather, window glass, gal- 
vanized ware, furnace and roof 
cement, padlocks, cutlery, shovels, 
screw hooks, eyes, hooks and eyes, 
butts, screws, bicycle repair parts 
and radio tubes. 

“The store has nothing in it 
which sells for more than $1 and 
is run on a strictly cash basis, 
with no deliveries. It is managed 
by Miss Kissner, who has been 
in our employment for more than 
16 years. She is as capable of 
handling a hardware store as a 
great many men are. We find 
that she is much more patient 
with customers than most men. 
She is a paint expert. In fact, she 
has all the qualities of a good 
hardware man,” says Mr. Kroupa. 

“Since Miss Kissner has been 
with us so long she knows most 
of our customers. In checking 
up we find that many old cus- 
tomers who have bills at the main 
store and who have not been in 
that store for a long time come 
to Granada Hardware to pay 
cash.” 

Mr. Kroupa has found an effec- 
tive way of meeting competition 
on the cheaper items. 
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HOW TO FIGURE FLOOR SPACE IN 
TERMS OF DOLLARS PER SQ. FT. 


Here is a chart which will as- 
sist the hardware man in quickly 
determining floor costs, space 
costs, area costs, and the like. 

For example, if you have a 
small store, 8 ft. wide by 20 ft. 
long, the floor area is 160 sq. ft. 
And if you pay $1,000 rent per 
year, you are paying $6.25 per 
sq. ft. 

The dotted lines across this 
chart show how easy it is to solve 
such a problem. Run a straight 
line through the 8, column A, and 
the 20 column B, and column C 














tells you that the area is 160 
sq. ft. Then run a straight line 
through the 160, column C, and 
the $1,000, column D, and column 
E tells you that the cost per sq. ft. 
is $6.25. 


EMBRACES ANY PROBLEM 


The chart will take care of any 
problem of this sort, regardless 
of width, length, or cost, by sim- 
ply adding ciphers. Thus if the 
width is 80 ft. and the length 
200 ft., add two ciphers to the 
result in column C and the an- 
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swer is 16,000 sq. ft. And if the 
cost per year is $100,000, the re- 
sult is the same as before, namely, 
$6.25 per sq. ft. The best way 
to get acquainted with the chart 
is to work a few problems with 
it. The chart is so very simple 
that you can get the “hang of it” 
in a few minutes by solving prob- 
lems that you can do in your 
head. Then, after that, apply it 
to problems that you cannot do 
in your head and you will ap- 
preciate the chart’s value. 

After computing the cost per 
sq. ft., ask yourself such ques- 
tions as these: “How much floor 
area is that counter taking up?” 
“How much do I pay for that 
area per year?” “Am I getting 
my money back?” 


MAKE IT PAY 


Look around and note whether 
or not you have anything that is 
taking up a lot of valuable space 
whiclf could be replaced by some- 
thing that would PAY? An ordi- 
nary chair, for instance, consumes 
about 4 sq. ft. of floor area. If 
you are paying $4 per sq. ft. per 
year that chair is costing you $16 
per year. A table, with nothing 
worth while on it, may be costing 
you more than $100 per year, de- 
pending upon the floor area it 
consumes. Considerable work is 
required these days to earn $100 
in the average hardware store. 

This chart answers all such 
problems. Spend an evening with 
it, do some serious thinking and 
planning, and it may be that 
hundreds of dollars in real profit 
will result. 
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HARDWARE AGE 
ADVERTISING 
SERVICE 





——— 


GG-1 


On this day that we 
honor the great eman- 
cipator, let us unhesi- 
tatingly pledge our- 
selves anew to carry 
on without flinching, 
as did Lincoln 
throughout continu- 
ing difficulties, in full 
faith that we shall 
conquer. 


YOUR STORE NAME 


HARDWARE AGE 


ADVERTISING FEATURE 


FR 





HOW TO USE 


The illustrations, layouts and ads supplied with this service are especial! 
planned to help every hardware store make its advertising more practical 
and effective by the liberal use of human interest illustrations. Copy is 
always supplied in so far as it is practical for use by all of our clients. 


The description and pricing of the items must necessarily be left to the in- 
dividual store in most cases. In writing the descriptions to give to your 
printer with the supplied ad layout, keep in mind that brief, to the point 
descriptions are the most effective. The style, size, colors, unusual features 
or special economies effected by the use of the item should be given. 
If greatly reduced, it is sometimes desirable to show former as well as 
reduced price. If any question arises concerning the use of these ads, write 
us. You'll find us willing to help you sell more hardware at all times. 


HOW TO ORDER CUTS 


If you have local stereotyping facilities, request the complete sets of mats 
of all the advertising illustrations on these two pages, inclosing your check 
for $1.25. If you need mounted cuts order them by number given under each 
cut, listing the numbers in a column. Figure the charge of 35c. for each cut 
when less than ten cuts are ordered; when nan ten cuts or more figure 
the charge at 30c. for each cut ordered. Inclose check with order, please— 
this saves bookkeeping of small amounts. 

Your local printer can furnish you with “Stock Cuts” for use with most of 
these ads; or can have an engraver make line cuts direct from these pages. 
You will also find it practical to obtain specific trade mark cuts featuring 
the actual brand and models of the merchandise you handle. Your jobber 
can help you get such cuts from the manufacturer whose lines you sell. 


Send all orders to 


HARDWARE AGE ADVERTISING SERVICE 
239 W. 39th St. New York City 





Fine Savings in These Sales 























Dress Up Your 
Furniture with 
(Name) Paints 


Easily applied, and quick 
drying, (name) paints 
cover so thoroughly that 
a single coat is usually 
sufficient, greatly simpli- 
fying your Spring deco- 
rating. 


(list prices) 


YOUR STORE NAME 


PU ARAVAVRVWAWVWVWAAASA Pree: 


SOIT IIIS III SI I Ib A Timely 


Postcard 


»_ 


Government post 
ecards at lic. each 
will carry your 
messages at small 
cost. 


Electrical 
Appliances 


All of our nationally known 
(name) electrical appliances 
are reduced at this time— 
granting values of excep- 





tional interest to all thrifty 
housewives. 





(Descriptions & Prices) 


CHINA AND GLASSWARE 


Dinner sets, tea sets—in fact all china 
and glassware in our stock is reduced; 
you can save from 25% to 50% during 
this splendid economy event. 






(Descriptions & Prices) 


YOUR STORE NAME 
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Ads You Can Use for Either 





HARDWARE AGE 
ADVERTISING 
SERVICE 


January or February Clearances 





REDUCED 


STOVES AND 
HEATERS 


We’re closing out our entire 
stock of stoves and heaters. 
Substantial reductions from 
our regular low prices will 
command the attention of 
everyone in need of good 
heating equipment. 


ELECTRIC 
HEATERS 


Use on any 110 to 
120 volt current. 
Heats an average 
room quickly. Can 
be connected in 
any socket. For- 
merly $—, now to 
$ 





OIL 
HEATERS 


Burns kerosene 
oil; has patented 
air distributor, 
and adjustable 
ventilating dam- 
per. Odorless and 
smokeless. Were 
$-—, now $—. 





GG-6 


GAS HEATERS 





GG-7 


Solid cast iron body, brass finished ; 
will heat a good sized room in cold- 
est weather; fits into airy fireplace. 
Were $—, now $—. 


COAL, COKE 
OR WOOD 
HEATERS 


Several different 
models in cabinet 
or regular heater 
types — all well 
made of durable 
materials to give 
long, satisfactory 
service are greatly 





reduced. 


(Descriptions and Prices) 


YOUR STORE NAME 














A Great Sale of 
ALUMINUM WARE 


Our entire stock of (name) aluminumware is reduced at this 
time, giving housewives an excellent opportunity to replenish 
every need at worth-while savings. 


(Items and Prices) (Items and Prices) 


YOUR STORE NAME 

















Home Needs at Sale Prices! 


Our annual February Sale of Home Needs is an economy event 
of unusual importance because of the variety, the low prices, 
and the high quality of every one of the many items included. 
Six typical values. 


GG-10 GG-11 GG-12 
Health Lamps Kitchen Knives Window Shades 
‘ : : . 7 aie =e 36 in. oil - opaque 
whose heat rays are Keen edged stainless shades 6 feet long, at 
so beneficial. Complete steel blades; various —c, other sizes in 
with therapeutic lamp; styles and sizes; now proportion; all at sav- 
now $—. —e to —ec. ings. 





GG-13 GG-14 GG-15 
French Fryer Splint Hampers Carpet Sweepers 
with basket of rust- durably made of maple a —— 
proof wire; fine qual- with hardwood base roller bearings — an 
ity aluminum, now and cover; generous extra good value at 


capacity, now $—. 


YOUR STORE NAME 
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Who 
Miakes 
lt? 


CarTHAGE, ILL.: Who makes out- 
door incinerators?—Arthur H. 
Wright & Sons. 

ANSWER: Malleable Iron Steel 
Range Mfg. Co., South Bend, Ind., 
and Ledden Incinerator Co., Inc., 
Ridgway, Pa. 








MonTrEAL, Que., CANADA: Furnish 
address of the Baldwin Rubber Co., 
manufacturers of rubber matting for 
auto running boards and other rub- 
ber goods.—Edward Roy. 

ANSWER: Pontiac, Mich. 


* * * 


New York, N. Y.: Who makes the 
Dooroscope door interviewer for en- 
trance doors?—Browning Bros. 

ANSWER: The Dooroscope Co., 
32 Union Square, New York, N. Y. 

(See H. A., Sept. 29, 1932, Page 117) 

* * al 

Roanoke, ILL.: Who makes pink- 
ing shears?—Roanoke Hardware Co. 

ANSWER: American Pinking 
Shears Corp., 158 Greene St., New 
York, N. Y. 

(See H. A., Sept. 29, 1932, Page 199) 

> ee * 2 

New Beprorp, Mass.: Who makes 
the Suburban lawn mower?—Lemlin 
Hardware, Inc. 

ANSWER: Coldwell Lawn Mower 
Co., Newburgh, N. Y. 


- ” + 


Winstep, Conn.: Provide names 
and addresses of several manufactur- 
ers of bucket pumps.—The Merwin & 
Brown Co. 

ANSWER: E. C. Brown Co., Ro- 
chester, N. Y.; W. & B. Douglas 
Pump Co., 2200 Diamond St., Phila- 
delphia, Pa., and Deming Co., Salem, 
Ohio. 

(See H. A., Sept. 29, 1932, Page 170) 


“ * * 


New Britain, Conn.: Who makes 
a clamp or carrier for handling six 
or eight bricks at a time?-—Rackliffe 
Bros. Co., Inc. 
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Information regarding sources of supply as provided readers of HarpwarE AGE 
by the Who Makes It Editor is here presented as an aid to others in the trade who 
may be seeking the same articles. The inquiries reproduced have been selected 


because of their general interest to hardware merchants and buyers. 


This 


editorial feature in each issue supplements the service rendered by the “Who 
Makes It?” issue published on Sept. 29, 1932. 


ANSWER: A. L. Swett Iron 
Works, 140 Glenwood Ave., Medina, 
N. Y., and Donley Bros. Co., 13900 
Miles Ave., Cleveland, Ohio. 

(See H. A., Sept. 29, 1932, Page 54) 


* * * 


Towson, Mp.: Who makes wood 
flower stakes in varying sizes ?—Steb- 
bins-Anderson Coal & Lumber Co. 

ANSWER: Bogert & Hopper, Inc., 
223 Varick St., New York, N. Y.; 
and E. B. Estes & Sons, Inc., 23 Van- 


derbilt Ave., New York, N. Y. 
(See H. A., Sept. 29, 1932, Page 212) 


* * * 


FREEPORT, N. Y.: Furnish the fol- 
lowing information: (1) Advise 
where Jorgenson handscrews can be 
obtained. (2) Supply address of the 
Adjustable Clamp Co. (3) Who 
makes anvils? (4) Who makes Tro- 
jan coping saw blades? (5) Who 
makes Valdura aluminum paint? 
(6) Where can we purchase cleaned 
wiping rags in 50 lb. bales?—Best 
Lumber Co. 

ANSWER: (1) Adjustable Clamp 
Co., 411 N. Ashland Ave., Chicago, 
Ill. (2) Address as above. (3) Co- 
lumbus Anvil & Forging Co., 115-129 
W. Frankfort St., Columbus, Ohio; 
Prentiss Vise Co., 110 Lafayette St., 
New York, N. Y., and Fisher & Nor- 
ris, Trenton, N. J. (4) Ackermann, 
Steffan & Co., 4532 Palmer St., Chi- 
cago, Ill. (5) American Asphalt 
Paint Co., 844 Rush St., Chicago, 
Ill., and (6) The John Ellice Co., 
189 Washington St., New York, N. Y. 
(See H. A., Sept. 29, 1932, Pages 55, 13, 

188, 152) 


* ad * 


Richmonp Hitt, L: I., N. Y.: 
Where can we buy creeping bent 
grass seed?—Teach Bros. Hardware 
Store. 

ANSWER: Peter Henderson, 35 
Cortlandt St., New York, N. Y., and 
the Albert Dickinson Co., P. O. Box 
788, Chicago, III. 


* * * 


ASHLAND, Pa.: Where can we pro- 
cure the following items: (1) Gro- 
Pac rose bushes. (2) Colored gravel 
for use in flower pots?—Herman J. 


Stief & Sons. 


ANSWER: (1) Economy Nursery 
Co., Little River, N. J. (2) Nicholas 
Wapler Co., 3 W. 19th St., New 
York, N. Y. 


* * * 


Rwwcewoop, N. J.: Who makes 
screen cloth that permits those inside 
to look out, but prevents those out- 
side from looking in?--Ridgewood 
Hardware Co., Inc. 

ANSWER: Estey Wire Works, 34 
Cliff St., New York, N. Y. 


* * * 


Duruam, N. C.: Provide names 
and addresses of several manufac- 
turers of fountain marking brushes. 
—Unmstead Hardware Co. 

ANSWER: The Metal Marker Mfg. 
Co., 1561 E. 17th St., Cleveland, 
Ohio; Garvey Fountain Brush & Ink 
Co., St. Louis, Mo., aud The C. H. 
Hanson Co., Chicago, III. 


* * aa 


FRANKLIN, Pa.: Where can repair 
parts for a G. R. S. electric washing 
machine be secured? — Franklin 
Hardware & Plumbing Co. 

ANSWER: Morey Machinery 
Corp., Rochester, N. Y. 


* * * 


BELLEVUE, Iowa: Where can we 
buy copper dull bronze paint to be 
used in touching up antique china 
Lusterware?—-Young Hardware Co. 

ANSWER: Sheffield Bronze Pow- 
der & Stencil Co., Sheffield Bldg., 
5815 Kinsman Ave., Cleveland, Ohio. 


* * * 


Kinmore, N. Y.—Who makes the 
Sterling radiant fire?—B. Ebling, 
Inc. 

ANSWER: Sterling Range & Fur- 
nace Corp., Rochester, N. Y. 


* * * 


WasuincrTon, D. C.: Where can we 
obtain a lily pool ornament in the 
form of an iron bull frog made so 
the water spouts from its mouth?— 
Barber & Ross, Inc. 

ANSWER: J. W. Fiske Iron 
Works, 78 Park Place, New York, 
N. Y., and Potash-Marl, Inc., 15 E. 
40th St., New York, N. Y. 
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Proportion of Chain Store Sales by Chains 
. In Each Field Shown 


The part of total chain store sales accounted for by 
chains in each field for which special reports have been 
issued by the Census Bureau is shown in the chart on 
the following page. Food chains account for nearly one- 


DIVISION OF CHAIN STORE SALES 


Showing the proportion of the $10,740,385,208 sales of all 
retail chain stores that was accounted for by chains in the 
various retail fields covered in special reports issued by 
the Census Bureau. 





Per Cent of all Chain Store Sales 
KINDS OF CHAINS 5 








Food 
Variety-Store 
Department Store > 
Filling Station 
Motor Vehicle 
Shoe Store 
Drug Store 
Restaurant Group —& 
Women 's-Apparel 
Men's-Wear 
Furniture and 
Homefurnishings 


Household 
Appliance 


Office Appliance 
Auto Accessory 
wevessaieg “= 
iaeretsa’™ 


Jewelry 











All Other 








third of all chain store sales, according to these figures 
from the Census of Distribution, followed by other types 
of stores in the order shown in the chart. 

Sales through chain stores in 1929, the year covered 
by the census, amounted to $10,740,385,208, or about 21 
per cent of the total retail store business in the United 
States. 





Budgeting Your Purchases 


If all merchants would budget purchases and plan pay- 
ment dates of invoices carefully, assuming the capital 
investment to be within reason, there would be no past 
due accounts. This is subject to the influence of unfore- 
seen circumstances but, generally speaking, it is true. 

Concerning the budgeting of purchases, consider the 
following: 

1. An advance record by dates showing the amount to 

be paid each day or week. 

2. Specified shipping dates and terms on major orders. 

3. Precedents from which to determine your average 

receipts, less average expenses. 

These three items, if given careful consideration when 
major orders are placed, will simplify financial problems 


remarkably. 
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NAPPANEE 
METAL BACK 
STEP LADDERS 


Coat No Mone ! 






No breakage 





_ NAPPANEE LBR. & MFG. CO. 


in shipment 
| * 
| No breakage 
in use 

° 





HE FIRST genuine advancement in 
Step Ladder construction in a generation. 


We pay the freight 


Insist on Metal Back Ladders for your trade. 
If your jobber does not handle them, write 
us for prices. 

A Metal Back Ladder for every need. 


Nappanee, Indiana 
ESTABLISHED 1886 l 
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complete 
story of every 
padlock—at 

your finger 





“PT HE handiest, most valuable counter- 
guide on padlocks ever published”. 
That’s what thousands of padlock 
dealers are saying about Master’s new 
32-page illustrated “Price List”, issued 
just recently. Check now to be sure 
you received your free copy. See that 
it was saved. Write us for extra copies 
when you need them. 


Gets New Business 


The Master “Price List” is a veritable 
storehouse of quick-reference informa- 
tion that can be turned into new busi- 
ness for you. Every padlock, bicycle 
lock, hasp, hasplock and key blank is 
illustrated and described in detail. As 
shown by the typical page above, greatly 
reduced, each item ar.d every obtainable 
variation are priced in plain type, both 
wholesale and retail—270 cf these easy- 
to-find prices in all. Ycu would never 
dream that any line of padlocks so 
thoroughly meets every ordinary and 
special requirement. 


MASTER LOCK CO. 


%orld’s Largest Exclusive Manufacturers 
cf Padlocks 
Milwaukee, Wis., U. S. A. 


aster 


Padlo cks 


@r The only Genuine laminated case 
Y it’s Patented *" 
he 
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1933 Rents Must Come Down 


(Continued from page 29) 


In commenting on the rent situation 
as it affected them, dealers expressed 
their views as follows: 


“In our case, I own the building 
and rent to the store. Some years ago 
we put it on a percentage basis, 
which we believe to be the most 
equitable basis for both tenant and 
landlord. A rental of about 4 per 
cent of gross sales seems to be about 
fair.” 


“In 1917 we were paying $40 per 
month rent, which was later increased 
to $95. Today we are paying $80 and 
our business does not justify it.” 

“For the first five years of our 
present five-year lease our rental 
was approximately 5 per cent of 
sales. It is now 12% per cent.” 

“Our rent is on the net income 
basis and the reduction made by the 
landlord (10 per cent) is offset by 
increased taxes assumed by us.” 

“Our landlord treated us right 
during prosperous times and we are 
not asking any favors of him due to 
present conditions.” 

“We expect to get a reduction of 
about 40 per cent in amortization of 
improvements.” 

“We are trying to work out a plan 
to base rent on per cent of sales.” 

“Rents are prohibitive. All other 
expenses have been reduced to offset 
sales decline.” 

“We will have to get still further 
reductions in rent. Had reductions 
totaling 26 per cent.” 

“Will move when present lease ex 
pires.” 

“Besides the 6 per cent rental we 
do all our own repairing, painting 
and remodeling.” 

“Our landlord, being a_ business 
man, realized that owing to lower 


prices and restricted demand that 
our volume was not as large as 
formerly, and he reduced our rent 
accordingly.” 

“In our town valuation and taxes 
are being reduced.” 

“We are satisfied with present 
rent arrangement—3\% per cent.” 

“Even in these depressing times, 
we have found it easier to pay the 
increase for this location, than a 
lower rent for our former location, 


one-half block off the Main St.” 


One of the principal reasons for 
the growing interest in percentage 
leases, mentioned earlier in this 
article, is that this form of lease auto- 
matically adjusts itself to prevailing 
business conditions. It is believed 
that retailers in all lines of business 
will be inclined to carefully consider 
this form of lease when their present 
leasing arrangement expires. Chain 
stores are generally given credit for 
the inception of the percentage leas- 
ing plan. However, during the good 
business years preceding 1929 the 
chains discovered that percentage 
rentals averaged higher than fixed 
rents. Some chains made it a policy 
to refuse to renew percentage leases 
on this account. Lately, however, 
they have changed their views and 
are reluctant to consider any but 
percentage leases. An article which 
will appear in the next issue of HaRD- 
warRE AGE will provide full partic- 
ulars regarding percentage leases, as 
adapted to the requirements of the 
hardware merchant. 





Delivery Operation 


(Continued from page 31) 


| ther damage in an emergency, since 
_ an inexperienced man may do more 
| harm than good trying to make ad- 


justments on a truck. 
It is never safe to assume that a 


_ new driver is familiar with the state 
_ and city laws governing the operation 
_of trucks on highways. Careful in- 


struction in these regulations will not 
only prevent accidents but may also 
avoid the expense and delay con- 
nected with arrests for violations. If 
the state code and city ordinance 
regulating traffic are in substantial 
conformity with the uniform legisla- 
tion recommended by the National 
Conference on Street and Highway 
Safety, the driving regulations con- 


tained in them will, in themselves, 
form one of the best guides to safe 
driving which can be obtained. 
Besides driving rules a driver 
should be taught the principles of 
safe driving, of which the most im- 
portant is ability to bring a truck to 
rest within an assured clear course 
ahead. Training in actual handling 
of the vehicle is, after preliminary 
instruction, largely a matter of prac- 
tice. If a new employee has had 
previous driving experience, little, if 
any, practice will be required unless 
he has hazardous habits which must 
be overcome. An inexperienced man, 
however, should practice the rudi- 
ments of driving on roads where 
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there is little trafic. As he becomes 
more experienced he may be per- 
mitted to drive in increasingly heavy 
traffic until capable of handling a 
truck under any condition. Special 
practice should be given in turning, 
backing up to platforms, parking 
passing, passing through narrow 
ways and shifting gears while going 
up and down hills. 

It is essential that the driver clear- 
ly understand the importance of safe 
driving. Unless drivers are specifical- 
ly informed that safety is the first 
consideration always his employer 
will, sooner or later, find his driver 
involved in a costly accident. In 
this connection it may be well to call 
the driver’s attention to hazards or 
some conditions that may be peculiar 
to the business. For example, an un- 
usually high percentage of accidents 
occur while trucks back to turn be- 
tween intersections. Explaining this 
hazard to the driver and instructing 
him how to avoid it by driving 
around the block, by carefully watch- 
ing for other vehicles, and by using 
hand signals will prevent most of 
these and similar accidents. Many of 
the hazards peculiar to businesses are 
non-traffic hazards, such as those in- 
volved in loading, unloading and 
maintenance of the vehicle. These 
should be noted by the employer and 
explained to the driver. 

Instructions in the following 
items will assist in avoiding acci- 
dents: 

(a) Keep mind on driving while on 
the road. Avoid thinking about 
the call just made or the one 
about to be made. 

(b) Do not attempt to look up ad- 
dresses or watch for house 
numbers while the vehicle is in 
motion. 

(c) Complete records and _ sort 
packages only when the truck is 
standing. Do not attempt to 
do so while driving. After hav- 
ing stopped to arrange the rec- 
ord or load, make sure the way 
is clear before starting; do not 
assume that conditions have re- 
mained as they were when last 
observed. 

(d) Never block alleys or private 
driveways. 

(e) Avoid double-parking even for 
extremely short deliveries. 


(f) Make a practice of leaving the 
truck, even for an instant, in 
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such a condition that it cannot 
start of its own accord or be 
started by children. 


An important part of every driv- 
er’s training is instruction regarding 
what to do in case of an accident. 
Warning the man to keep his wits 
about him and avoid becoming 
angry is advice which is worth giv- 
ing, but the driver will find it easier 
to follow if he knows beforehand 
exactly what to do, step by step. The 
following steps are suggested: 

(a) To begin with, see that anyone 
who is injured receives first aid 
or medical attention and is then 
sent to a hospital, if necessary. 

(b) Next take down the names and 
addresses of witnesses. Note 
also the names and addresses 
of others involved in the acci- 
dent and the registration num- 
bers of the other vehicles. 

(c) If the vehicle is so badly dam- 
aged that it cannot be driven, 
the driver should call or send a 
message to the store, and then 
stand by until he receives in- 
structions. 

(d) Finally, the proper reports 
must be made to local and state 
authorities as required by law. 

A complete report of each accident 
will be required by the insurance 
company if the vehicle is insured, the 
state government may also require a 
report, and another should be kept 
in the employer’s files for reference 
purposes. The driver must be taught 
to get the names and addresses of 
witnesses and to report all details of 
every accident however slight, and 
regardless of who may be at fault. 
Subsequent trouble will usually be 
avoided if the driver refrains from 
either taking blame for an accident 
or accusing another person of 
negligence. 

Much of the information contained 
in this instalment is based on mate- 
rial and data developed by the Na- 
tional Safety Council with the col- 
laboration of numerous fleet oper- 
ators. Readers desiring fuller details 
on this subject, particularly in re- 
gard to specific instruction regard- 
ing safe practices, are urged to com- 
municate with the Council, headquar- 
ters in the Civic Opera Building, 20 
W. Wacker Drive, Chicago, Illinois. 











for you in 


KLEINS 


NYONE who appreciates 
good tools calls for 
. Kleins when he buys 
pliers. The Klein reputation 
will sell fine tools for you. 
Klein Pliers are made in a 
wide variety of styles to 
meet every need of the 
skilled workman. It will pay 
you to carry Kleins. Check 
up on your stock now and 
order from your jobber. 


Klein Pliers have been 
standard with public utili- 
ties and master workmen 
—‘‘since 1857.”’ 


Buy from Your Jobber 
Mathias & Sons 
mo LE EN cor 
3200 BELMONT AVE., CHICAGO 
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DOOR CLOSER 
SELLS FOR $1.25 


It’s Everedy’s new No. 2200. For storm doors, 
house entrance doors, office doors, etc. Entirely 
rust-proof. Heavy cast brackets finished in cad- 
mium plate. Brass cylinder, finished in  lac- 
quer. Cylinder is 114” diameter x 10” long. 
No. 1100 for screen doors, 
sells for 75c. Cylinder is 1” 
diameter x 91/2.” long. Write 
for circular iesdilin these 
closers and the Everedy line 
of adjustable Screen Door 
Grilles. Sold by all good job- 
bers. Prices slightly higher 
in Far West and Canada. 


The EVEREDY Co. 


Frederick 








Maryland 








DW 
ARDWARE 


SHOULD MATCH 


CHAIN STORE VALUES 
5¢ t “abe $409 


M CRE ANDNSE 








DON’T BE UNDERSOLD by the 
CHAINS on 5¢ to 25¢ staple everyday 
selling items throughout your store and 
have your customers feel that you are 
bigh priced on all lines of General Hard- 
ware and Housefurnishings, just because 
we are out of line on the 5¢ to 25¢ 
nes. 


DON’T BE UNDERSOLD. _ Get 
CHAIN STORE BUYING CONNECTION 
on the 5¢ to 25¢ lines, sell at CHAIN 
STORE PRICES, make CHAIN STORE 
PROFITS, or don't handle this popular 
Une of merchandise. 


DON’T BE ee Secure 
the facts about the ‘‘C. 8."" an or- 
ganization that has SPEC IALIZED in 
5¢ to $1.00 merchandise for 19 years. 


Consolidated Merchants Syndicate, Inc. 


PIERRE H. MEYER, Pres. 
890 Broadway New York City 


Attach this coupon to your letterhead and learn 
how you can INCREASE YQUR SALES and 
PROFITS on 5¢ to 25¢ MERCHANDISE. 
NOM@ on cccccccccccccscccccecceoccescsscees 
Attention Of ...ccccccccccccsersscesscccsess 


MGAPOEE ccccccccccccccccccccccccccccccccces 
January, 1933-—-Hardware Age. 




















Your Accounting Records 


(Continued from page 45) 


are practically worthless on today’s 
market and with an insufficient work- 
ing capital his creditors would no 
doubt have closed the business. 

(8) Sometimes a merchant errs 
in pricing his merchandise. Remem- 
ber, if 25 per cent gross profit on 
sales is desired, that represents 
33 1/3 per cent on cost. A sufficiently 
large percentage of gross profit on 
sales or mark-up on cost must be 
made to cover both overhead and a 
profit. A too low a gross profit 
margin as shown by the books and 
profit and loss statement has resulted 
in an investigation which showed that 
the proper mark-up was not made. 

Another discovery unearthed as a 
result of a merchants investigating 
too low a gross profit margin in his 
branch store was to learn that al- 
though the mark-up was proper, the 
branch store manager was cutting 
prices excessively whenever a cus- 
tomer told him some other company 
sold it for less. 


Inventory Control 

A merchant can not watch his 
gross profit margin too closely. 

(9) Investment in inventory 
should be checked carefully nd 
regularly. By proper and simple ac- 
counting records every merchant may 
keep control over his total inventory 
investment to see that it is not too 
large compared with his sales vol- 
ume and that it is not too large a 
proportion of his total assets. A 
merchant can “tie” too much of his 
ready cash in inventory and not be 
able to meet his bills; also with an 
excessive inventory in case of decline 
in commodity prices in periods of 
liquidation and depression, a much 
larger loss is sustained, which, if too 
large and combined with other un- 
favorable factors, may mean failure. 


Inventory Turnover 

By comparing his inventory turn- 
over and the percentage the inventory 
was of the total current assets with 
average percentages for other suc- 
cessful businesses, one merchant dis- 
covered he was “well loaded” with 
merchandise. Through a simple 


-method of record keeping, which did 


not require additional clerks, he was 
enabled'to pick out and discard those 
items for which his customers made 


little or no demand. He then de- 
creased his stock of live items to a 
reasonable figure in view of the 
demand for each and placed his fu- 
ture orders accordingly. 

By these methods over a 3 year 
period he decreased by 60 per cent 
the number of items originally car- 
ried, and although he replaced many 
of the discarded items with mer- 
chandise which moved more rapidly 
there was still a net 32 per cent re- 
duction. Although money invested 
in merchandise was reduced by 8 per 
cent, sales were increased 20 per 
cent and, best of all, was the result 
of a 50 per cent increase in the net 
profit. 

Use your judgment in buying a 
lot of merchandise because you can 
save by buying a dozen or a gross. 
Idle merchandise with its accumu- 
lated burden of storage, interest, in- 
surance, taxes, depreciation and ob- 
solescence makes it impossible for the 
merchant with excessive inventories 
to remain in business unless he can 
pass these costs along to the cus- 
tomer. With business functioning as 
it does today, such costs can not be 
passed along, because your more 
progressive competitor will be under- 
selling you and still earning a proper 
gross profit. 


Inventory Balance 


In my mind, a well-balanced in- 
ventory, properly priced, and giving 
the necessary annual turnover, is the 
backbone of anv retail business. 

(10) As a last illustration of how 
data obtained from properly kept ac- 
counting records and by comparison 
of some with results of other succes- 
ful stores saved money, I will tell 
you about the merchant, who, upon 
obtaining his profit and loss state- 
ment which showed his labor costs 
in excess of 55 per cent of his gross 
margin, immediately reduced his sell- 
ing force. The sales were still 
handled; he had been absorbing a 
loss of surplus labor and the statis- 
tical comparison definitely proved 
what he had suspected for some time. 

(This article is taken from a talk made 
by Mr. Pettengill before the Chicago. Retail 
Hardware Association and reprinted here 


through the courtesy of that body’s secre- 
tary, J. C. Amis.—Ep.) 
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Dear Editor: 
man the right to open his wife’s let- 


“Does the law give a 


0 


ters: 





Answer: “Yes, but not the nerve.” 

Jerry: “I suppose the baby is fond 
of you?” 

Harold: “Fond of me! Why, he 


sleeps all day when I’m not at home, 
and stays up all night just to enjoy my 
society.” 





“Bothered much by hitch hikers when 
you're out riding?” 

“Not now. Tried a new plan. As 
soon as I get out of town I show the 
sign “Taxi’ on my car.” 





A colored truck operator was in- 
formed that he could not get his money 
until he had submitted an itemized 
statement for a certain hauling job. 
After much meditation he scribbled the 
following bill: 

“3 comes and 3 goes at 4 bits a went 
—$3.00.” 

Pat and Mike were laying bricks at 
some height from the street when the 
noon whistle blew. 

“Take hold of this rope,” Pat said, 
“and I'll let you down.” Mike grasped 
the rope. About halfway down Pat let 
go and Mike landed in a mortar bed, 
not much hurt but very angry. 

“Why did you let go of tke rope?” 
he demanded. 

“I thought it was going to break,” 
said Pat, “and I had presence of moind 
enough to let it go.” 





“Com-pa-nee atten-shun,” bawled the 
drill sergeant to the squad. “Com-pa- 
nee, lift up your left leg and hold it 
straight in front of you.” 

By mistake, one soldier held up his 
right leg which brought it out side by 
side with his neighbor’s left leg. “Now 
who is the guy over there holding up 
both legs?” shouted the sergeant. 





Doctor: “I’m afraid I’ve bad news for 
you. You will never be able to work 
again.” 

College Grad: 


bad news?” 


“Whaddaya mean, 
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Compiled by 


Justin PHuNN 


In a small town in the South, there 
was a lad who had the reputation of 
not being very bright. People there 
had fun with him several times a day 
by placing a dime and a nickel on the 
open palm of his hand, and telling him 
to take his pick of the two. In each 
case the lad would pick the nickel, 
and then the crowd would laugh and 
guffaw. 

A kind-hearted woman asked him one 
day, “Don’t you know the difference 
between a dime and a nickel? Don’t 
you know the dime, though smaller, is 
worth more?” 

“Sure, I know it,” he answered, “but 
they wouldn’t try me on it any more 
if I ever took the dime.” 





The following is the result of a skort 
thesis on the banana, written by a 
Japanese boy, who was learning Eng- 
lish: 

“The banana are great remarkable 
fruit. He are constructed in the same 
architectural style as sausage, differ- 
ence being skin cf sausage are habit- 
ually consumed, while it is not ad- 
visable to eat wrapping of banana. 

“The barana are held aloft while 
consuming; sausage are usually left in 
reclining position. Sausage depend for 
creation on human being or stuffing 
machine, while banana are Pristine 
Product of honorable mother nature. 
In case of sausage both conclusions are 
attached to other sausage; banana on 
other hand are attached on one end to 
stem and opposite termination entirely 
loose. Finally, banana are strictly of 
vegetable kingdom while affiliation of 
sausage often undecided.” 





Pat and Mike were in the army to- 
gether. One day Pat received a letter. 
Mike, looking over Pat’s shoulder, 
asked: 

“Who's it from?” 

“It’s from me woife,” answered Pat. 

Then Mike noticed that the paper 
enclosed in the envelope was blank, so 
he said: “Why, Pat, there’s nothing 
written there.” 

“I know,” 


shpeakin’. 


” 


“we're not 


said Pat, 











Demand 
Original 


U. 8. Poultry Fenee! 


Deters everywhere, who watch the 
profit-line closely, stock and sell U.S. Poul- 
try Fence exclusively. They know— 


That it alone satisfies, as no other net- 
ting can, every demand of their trade; 


That it consistently outsells all other 
nettings for ever purpose; 


That it attracts new customers; 
That it builds permanent repeat business; 
That it discourages price competition; 


That it keeps down inventory, boosts 
sales, affords a reasonable profit. 


Made in America 
U. S. Poultry Fence is made in America 
by American workmen and distributed 
only through the regular wholesale and 
retail trade. 


It is woven like farm fence, stretches 
without bagging, requires no top-rail, no 
baseboard. 


Now is the time to place your orders 
for spring delivery. Be sure to specify 
genuine U. S. Poultry Fence! It costs 
no more. 

Ask your jobber or write direct to us! 

Indiana Stee] & Wire Co. 

Muncie, Indiana 


Makers also of IMPERIAL Farm, Poultry and 
Lawn Fence, Trellis, Flower Border 
Steel Posts, Gates 


j 


US. Poultry Fence 
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Dietz Economy Floodlight 


HERE is a new profit for you in low cost 
Dietz Economy Floodlights. Display them for year 
round use in lighting garage entrances, driveways, 
gardens, etc., and for illumination of home exte- 
riors and shrubbery. In addition to home use they 
are needed by business establishments and park- 
ing places, for contractors’ night repair work, and 
to light roadside stands and sign boards. They are 
lamps of a hundred uses. 

Stock a few of these Floodlights. Get them 
from your jobber. Put one in your show window 
to light the display there. When closing at night, 
face it toward the street. It will attract attention 
to your store. 


R. E. DIETZ COMPANY 
NEW YORK 


Makers of Lanterns for the World—Founded 
1840. Output Distributed Through the Job- 
bing Trade Only. We Do Not Sell Mail Order 


Houses and Chain Stores. 
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Convention Calendar 
Week of Jan. 8, 1933 


NaTionaAL House FurnisHING MANUFACTURERS ASSOCIA- 
TION, sixth annual exhibit, Stevens Hotel, Chicago, Ill., Jan. 
8 to 14, 1933. Warren Edwards, secretary, 228 N. La Salle 
St., Chicago, IIl. 


Week of Jan. 15, 1933 


Kentucky Harpware & IMPLEMENT ASSOCIATION Con- 
VENTION AND ExuisiTIon, Seelbach Hotel, Louisville, Jan. 17, 
18, 19, 1933. J. M. Stone, secretary-treasurer, Room 9, Seel- 
bach Hotel, Louisville, Ky. 


North Daxota Retam MHarpWARE ASSOCIATION AND 
NortH Dakota ImpLemMENT DEALERS’ ASSOCIATION JOINT 
CoNVENTION AND ExHIBITION, Municipal Auditorium, Fargo, 
N. D., Jan. 17, 18, 19, 1933. Implement Assn., secretary, R. 
A. Lathrop, Hope, N. D. Hardware Assn., secretary, C. N. 
Barnes, Grand Forks, N. D. 


West Vircinia Harpware AssociATION CONVENTION, Hunt- 
ington, W. Va., Jan. 17, 18, 1933. Headquarters, Frederick 
Hotel. H. B. Clower, secretary, Box 127, Oak Hill, W. Va. 


WesTERN RetaiL IMPLEMENT AND HARDWARE ASSOCIATION 
44TH CONVENTION AND HarpwareE SHow, Kansas City, Mo.. 
Jan. 17, 18, 19, 1933. Headquarters, Hotel Baltimore. Ses- 
sions, Ararat Temple. Hardware Show, Convention Hall. 
Hardware Show secretary, Louis K. Shouse, Kansas City, 
Mo. Association secretary, Herbert J. Hodge, Abilene, Kan. 


MounTAIN STATES HARDWARE AND IMPLEMENT ASSOCIATION 
ConvENTION, Cosmopolitan Hotel, Denver, Colo., Jan. 16, 17, 
18, 1933. John T. Bartlett, secretary, Boulder Colo. 


Texas HARDWARE AND IMPLEMENT ASSOCIATION CONVEN- 
TION AND Exuusit, Baker Hotel, Dallas, Texas, Jan. 17, 18, 
19, 1933. Dan Scoates, secretary, College Station, Texas. 


Week of Jan. 22, 1933 


Minnesota Retart HarpwareE CONVENTION AND EXHIBI- 
TION, Municipal Auditorium, Minneapolis, Minn., Jan. 24, 
25, 26, 1933. C. J. Christopher, manager-treasurer, Nicollet 
at 24th St., Minneapolis, Minn. 


OKtaHoMA HARDWARE AND IMPLEMENT AsSOcIATION Con- 
VENTION AND ExuHIBITION, Shrine Temple, Oklahoma City, 
Okla., Jan. 24, 25, 26, 1933. Chas. F. Nelson, secretary, 301 
Key Bldg., Oklahoma City, Okla. 


INDIANA RETAIL HARDWARE ASSOCIATION CONVENTION AND 
Exuisition, Claypool Hotel, Indianapolis, Ind., Jan. 24, 25, 
26, 27, 1933. G. F. Sheely, managing director, 911 Meyer- 
Kiser Bank Bldg., Indianapolis, Ind. 


IpaHo Retart HARDWARE AND IMPLEMENT DEALERS’ Asso- 
CIATION CONVENTION, Owyhee Hotel, Boise, Idaho, Jan. 25, 26, 
1933. E. E. Lucas, secretary-treasurer, Hutton Bldg., Spokane, 
Wash. 


Week of Jan. 29, 1933 


NEBRASKA Retar. HarpwarRE ASSOCIATION CONVENTION 
anD Exuzsition, Lincoln, Jan. 31, Feb. 1, 2, 3, 1933. Sessions 
and Exhibition will be held in the Cornhusker Hotel. George 
H. Dietz, secretary, 414-419 Little Bldg., Lincoln, Neb. 


Inuinois Retam HarpwarRE ASSOCIATION 36TH CONVEN- 
TION AND Exuistt, the Arsenal, Springfield, Jan. 31, Feb. 1, 
2, 3, 1933. Paul M. Mulliken, managing director, 1141 Mer- 
chandise Mart, Chicago, III. 


Soutn Daxota Retam Harpware AssociaTION CONVEN- 
TION, Coliseum, Sioux Falls, S. D., Jan. 31, Feb. 1, 2, 1933. 
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C. J. Christopher, manager-treasurer, Nicollet at 24th St.. 
Minneapolis, Minn. 


Paciric NortHwest HARDWARE AND IMPLEMENT ASSOCIA- 
TION CONVENTION, Davenport Hotel, Spokane, Wash., Feb. 2, 
3, 1933. E. E. Lucas, secretary-treasurer, Hutton Bldg., 
Spokane, Wash. 


Week of Feb. 5, 1933 


New York State Retarm Harpware Association 3ls! 
ANNUAL CONVENTION AND EXHIBITION, Syracuse, Feb. 7, 8. 
9, 10, 1933. Sessions and Exhibition will be held in the 
Hotel Syracuse. John B. Foley, secretary-manager, 510 Hills 
Bldg., Syracuse, N. Y. 


Wisconsin Retart HarpWARE ASSOCIATION CONVENTION 
AND Exuisit, Auditorium, Milwaukee, Wis., Feb. 7, 8, 9, 10, 
1933. George W. Kornely, exhibit manager 3374 Green Bay 
Ave. Milwaukee., Wis. J. E. Garaghan, secretary, Stevens 
Point, Wis. 

Orecon Retait HARDWARE AND IMPLEMENT DEALERS’ Asso- 
CIATION CONVENTION, Multnomah Hotel, Portland, Oregon, 
Feb. 7, 8, 1933. E. E. Lucas, secretary-treasurer, Hutton Bldg., 
Spokane, Wash. 


Week of Feb. 12, 1933 


Iowa Retar. Harpware AssociATION 35TH JUBILEE Con- 
VENTION AND HarpwarE SHow, Des Moines, Feb. 14, 15, 16. 
17, 1933. Merchandise exhibit will be held in the Coliseum 
and all sessions in the Venetian Ballroom of the Hotel 
Savery. Philip R. Jacobson, secretary, Mason City. 


Micuican Retart HarpwareE ASSOCIATION CONVENTION AND 
SHow, Civic Auditorium, Grand Rapids, Feb. 14, 15, 16, 17, 
1933. Harold W. Bervig, secretary and manager of Exkibits. 
1112 Capital Bank Tower, Lansing, Mich. 


PENNSYLVANIA AND ATLANTIC SEABOARD HARDWARE Asso- 
CIATION, INc., 32ND CONVENTION AND EXHIBITION, Baltimore, 
Md., Feb. 13, 14, 15, 16, 17, 1933. Sessions: Lord Baltimore 
Hotel. Exhibit: Fifth Regiment Armory. W. Glenn Pearce. 
managing director, 610 Wesley Bldg., 17th and Arch Sts.. 
Philadelphia, Pa. 

CauirorniA Retait Harpware & IMPLEMENT ASSOCIATION 
ConvenTION, Hotel Whitcomb, San Francisco, Feb. 14, 15, 
16, 1933. LeRoy Smith, manager-treasurer, 417 Market St.. 
San Francisco, Cal. 


Week of Feb. 19, 1933 
CoNNECTICUT HARDWARE ASSOCIATION CONVENTION, STRAT- 
FIELD Hote, Bridgeport, Conn., Feb. 22 and 23. Chas. Free- 
man, Branford, Conn., secretary. Nutmeggers Annual Party 
Night of Feb. 22. 
Onto HarpwareE ASSOCIATION 39TH CONVENTION AND Ex- 


HIBIT, Toledo, Ohio, Feb. 21, 22, 23, 24, 1933. Sessions: Com- | 


modore Perry Hotel. Exhibit: Exhibition Bldg. James B. 
Carson, secretary, 708 Winters Bank Bldg., Dayton, Ohio. 


Missourr Retail HARDWARE ASSOCIATION CONVENTION 
AND Exuisit, New Hotel Jefferson, St. Louis, Mo., Feb. 21, 
22. 23 1933. 
St. Louis, Mo. 


F. X. Becherer secretary, 5106 N. Broadway. | 





| 





| 


| 


| 
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| 
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Vircinia Retait HARDWARE ASSOCIATION CONVENTION, Roa- | 


noke, Va., Patrick Henry Hotel, Feb. 22, 23, 24, 1933. Thos. B. 
Howell, secretary, 602 E. Broad St., Richmond, Va. 


Week of Feb. 26, 1933 


New Encianp Harpware Deaters AssociaTION 40TH Con- 
VENTION AND ExuisiTion, Mechanics Bldg., Boston, Mass., 
March 1, 2, 3, 1933. George A. Fiel, secretary, 140 Federal 
St., Boston, Mass. 


JANUARY 5, 1933 


‘Ketter than Glass 





® Only a few months ago DOPLEX was offered to the 
trade. Leading jobbers have stocked this new glass- 
substitute material—many of them have reordered— 
some of them several times. 


DOPLEX appeals to the user because of its advantages 
and its moderate price. It’s easy to sell. 


DOPLEX is the only glass-substitute material that is 
made from continuous rolls of cellulose acetate. This new 
material is double-thick—with a layer of open mesh 
fabric cemented between two thicknesses of cellulose 
acetate. No tiny squares of material to fall out. It’s 
strong —light— easy to cut— easy to handle. 


DOPLEX admits more of the ultra-violet light needed 
for healthy growth of poultry, animals and plants—the 
part of the spectrum that ordinary glass cuts off. 


And remember that DOPLEX sells at a middle of the 
road price—only slightly more than the cheapest glass 
substitute materials— considerably less than other high 
quality materials. 


Ask about DOPLEX —and our policy for full protection 
for jobbers and dealers. 


DQ’mEEFX 


The Dobeckmun Co., 3301 Monroe Ave., Cleveland, O. 





Mail this coupon for samples and full 
information about DOPLEX 


FIRM NAME Jobber 


| Dealer 


ADDRESS cunniiaidaniiatipeaba a" 
The Dobeckmun Company, 3301 Monroe Ave., Cleveland, Ohio 
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A REGULAR FEATURE 
OF HARDWARE AGE 





How’s ue Hardware Business? 


Mr. James interprets for 
hardware men, such basic: 
factors as, crop outlook, 
freight car loadings, circu- 
lation of money, building 
progress, employment, etc., 
He also deals with specific 
price trends, demand for 
merchandise, shortages 
and future outlook as re- 
flected by his study of the 
national hardware market 
situation. 











Jan. 3, 1933 
I’ CONFIDENCE may be placed in 


numerous reports and reviews, the 

recent holiday selling was well- 
maintained right to the end, and in 
many directions the volume reached 
was unexpectedly good. Stocks in gen- 
eral were well cleaned out, and even 
where bad shopping weather was preva- 
lent, buyers were numerous and busy. 
Final estimates of dollar volume of 
Christmas purchases were at 25 per 
cent below 1931—-although earlier indi- 
cations had pointed to a 30 per cent 
drop. Of course, the larger portion of 
the decrease was due to prices well un- 
der those of 1931. 

Hardware sales of wagons and veloc- 
ipedes were particularly heavy—some 
wholesalers bettering last year’s rec- 
ords materially, and ascribing this re- 
sult to the very low prices asked for 
sturdy quality. Other toys above a dol- 
lar value were found to be slow. Ice 
skates sales were splendidly boosted by 
the cold weather prevailing in most 
areas just before Christmas. 


In the Hardware Markets 


Planes, rules, tapes and other tools 
have been reduced from ten to twenty 
per cent. 

Following a fifteen per cent mark- 
down in wood screw prices late in Oc- 
tober, leading makers have just an- 
nounced an unexpected and radical ad- 
vance of twenty-five per cent—from 60 
per cent base to 50 per cent base—on 
flat head bright or brass screws. The 
policy of the smaller makers, who have 
done most of the previous price-cutting, 
will now be watched with interest. Low 
import quotations on European screws 
continue to be a disturbing factor. 

Some crushers have reduced linseed 
oil prices, although others still adhere 
to the old level. The domestic seed 
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by STEWART JAMES 


market is off considerably, but the Ar- 
gentine seed prices are firmer. Expira- 
tion of contracts on shellacs at the er! 
of 1932 have brought expectation »/ 
higher basis, perhaps 5 per cent, for 
the first quarter. Industry statistics on 
paints, varnish and lacquer products 
are showing dollar sales about 25 per 
cent under 1931, largely due to mid- 
year price drops. 

While hides have shown some de- 
clines, leather and leather goods bought 
on the low hide market several months 
ago are still below replacement costs. 
Jobbers who have low priced stock on 
hand have not yet fully based their 
prices on the market. 

Copper rivet manufacturers, claim- 
ing that they have been losing money, 
are holding to their latest prices, in 
spite of copper being easier. 

The price of one of the leading 
brands of 3% Ib. automatic electric 
irons has been reduced from $6.95 list 
to $5.00 list. Prices on inexpensive 
toggle switches and duplex flush re- 
ceptacles have, on the contrary, been 
advanced as much as 40 per cent—to 
avoid further sales below cost, the 
manufacturers say. 

To offset large and increasing im- 
ports of European upholstery nails, 
thumb tacks and chair glides, duties 


have been raised by the President, fol- 
lowing investigation and approval by 
the tariff commission. The increase on 
two-piece furniture nails and thumb 
tacks will be 114 cents per pound, and 
on other items from 3/5 to 9/10 cents 
per pound. The effect will probably 
be noted later in changed American 
quotations on the closest numbers. 

Early factory quotations for next sea- 
son on stove pipe and elbows seem to 
indicate no change from the low values 
ruling during the past fall. 


Building Scant, but Sustained 


While small building repairs have 
kept up a trickle of demand for the 
hardware and tools dependent upon 
construction activity, the near-famine 
in building operations—averaging only 
a third of the 1931 rate—has con- 
tinued in nearly all parts of the coun- 
try. November permits were sea- 
sonably favorable, however, compared 
to recent earlier months. 

New building construction contracts 
reported by F. W. Dodge Corporation, 
as awarded in the thirty-seven states 
east of the Rockies during the first 
fifteen days of December totaled $42,- 
146,000. This contrasted with $50,990,- 
300 for the first half of November, 
but, again, these December figures 

(Continued on page 64) 








Hand Saw Prices Reduced 


Henry Disston & Sons, Inc., Phila- 
delphia, Pa., announced to the trade im- 
portant price reductions on all Disston 
first quality hand saws effective Decem- 
ber 20, 1932. List price (to the con- 
sumer) on the D-8 hand saw, the leader 
in the company’s line has been reduced 
from $3.25 to $2.50. The lowest priced 
Disston branded 26 inch saw will now 
retail at $2.25 instead of $2.75 and the 
company’s highest priced saws, the D-15 
and D-115 will retail at $4.50 instead of 
$5. The complete schedule of new retail 
prices on Disston saws follows: 

D-7, 20” and 22”, $2.00; 24” and 26”, $2.25 
D-8, 20” and 22”, $2.25; 24” and 26”, 2.50 


Dla, 2e SG Te... ees ees 2.75 
D-17, 26” . 3.50 
D-12, 24” and 26” dete ce 
RSS er eee . 4.50 
D-15, 24” and 26” 4.50 


These new prices represent a 50 cent 
reduction on the D-7, D-12, D-115 and 
D-15; a 75 cent reduction on the D-8 and 
D-23 and a 20 cent reduction on the 
D-17. 


E. C. Atkins & Co., Inc., Indianapolis, 
Ind., announced to the trade effective 
December 14, 1932, a reduction of 20 
per cent in the prices of their leading 
brand of hand saws. These new prices 
effect both regular and ship patterns in 
the following popular numbers: 


No. 400-401 20, 22, 24, 26-inch lengths 
No. 51-53-54-65 20, 22, 24, 26-inch lengths 


No. 64 24, 26-inch lengths 
No. 72 26-inch lengths 
No. 93 26-inch lengths 
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%* NEWS *& 
PUBLIC POUNCES ON IT! 


Share in the nation-wide 
demand for the Improved 


“ECONOMICAL” COBBLER SET 














H 


Cash every- 
where are ringing up 
extra sales and profits 
for dealers who ndle 
this fast selling LO W 
PRICED cobbler set. 
Now while so many 
people are practicing 
economy by having their 
boots and shoes repaired 
is your opportunity to 
sell “ECONOMICAL” 
Cobbler Sets and hear 
merry money -makinug 
tunes on your cash reg- 
ister. 

Set contains 14 items— 
everything needed to do 











registers 


en, 
women and children’s 
shoes. Reversible a practical, repair job. 
Iron Stand is 12” Each set packed in neat 
high. wooden box. Order 








NOW from your Jobber. 





%& STAR HEEL ‘PLATE CO. * 


357-391 Wilson Ave. Newark, N. J. 











FORSTNER 


Labor Saving 


AUGER BIT 


Bores Any Arc 
of a Circle 


Many 
New Uses 


The Forstner Auger Bit, un- 
like other bits, is guided by its 





circular rim instead of its center, 

consequently it will bore any arc of 

a circle, and can be guided in any 

direction regardless of grain or knots, 

leaving a true polished surface. Takes 

the place of a chisel, gouge, scroll-saw, or 

lathe tocl combined. For core boxes, fine 

and delicate patterns, veneers, screen work, 

scalloping, fancy scroll twist columns, newels, 
ribbon molding and mortising. 


Send for Catalogue. 


The PROGRESSIVE MFG. CO. 


TORRINGTON, CONN. 
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ROGRESSIVE hardware 

dealers are quick to real- 
ize that Shelton uniformly 
perfect product, attractively 
packaged, brings faster sales 
and greater profits. 


Examine the new, lustrous 
blue cartons of Shelton 
Tacks — compare their red 
and blue packages with those 
of ordinary tacks — then 
dump a package of these 


—_ 





UNIFORM 
IN SIZE 





PACKED 


MOST ATTRACTIVELY 


tacks on your desk for close 
inspection. 


They cost no more than 
other tacks and they give 
you the same margin of 
profit — but Shelton Tacks 
sell faster. 


Use Shelton as a dependable 
source of supply for tacks, 
nails, staples, rivets or glaz- 
ier points. Write today for 
samples and prices. 





The SHELTON TACK @. 





[SHELTON BSy CONNECTICUT 
PELL EL REE OS ET 


















Variety and 
Department 
Store has been 
waiting for this 
pencil to mark 

Cellophane packages 


Customers 77eed/ 
this CELLOPHANE 

















Check for 
Samples : 


Pencil 














Osrack Oreo Osive Ccreen 
Name 
Address 
& City State 
- PENCIL 
Je/a1S0e// COMPANY, PHILADELPHIA, 
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were considered seasonably and rela- 
tively favorable. 

In the major construction material, 
Portland cement, one must go back to 
1918 to find production scant enough 
to parallel that which has existed this 
year. 


Trade News Notes 


A favorable foreign trade balance 
in November is announced by the de- 
partment of commerce, which placed 
exports at $139,000,000 and imports 
at $104,000,000—each figure lower than 
the previous month. November was 
the first month since July that the 
trade figures have shown a decrease. 
For the first eleven months of 1932 
there has been a favorable trade bal- 
ance of $256,180,000 with $1,481,379,- 
000 of exports and $1,225,199,000 of 
imports. 

The “Buy American” campaign of 
advertising and promotion is gaining 
impetus, with the enlisting of a great 
many of the major mercantile houses 
and distributors of the country. The 
including of this principle and slogan 
in the issues of large advertisers is 
becoming quite common, and is un- 
doubtedly influencing consumer senti- 
ment. The campaign is still handi- 
capped by the absence of any legisla- 
tion requiring the acknowledgment of 
foreign origin in the advertising of im- 
ported merchandise — for instance, 
barbed wire and poultry netting—and 
usually at deeply cut prices, whether 
in mail order catalogs or elsewhere. 

The cotton spinning industry was 
reported by the census bureau to have 
operated during November at 96.9 per 
cent capacity, compared with 97.0 per 
cent during October this year and 85.8 
per cent during November last year. 

A preliminary estimate of the num- 
ber of incandescent lamps sold in the 
United States during 1932 indicates a 
total of 546,600,000 for both large and 
miniature lamps, according to a review 
of the electrical industry in the Gen- 
eral Electric Review for January. 


New Mail-Order Happenings 


The new mid-winter leader catalogs 
of the larger mail order houses were 
recently mailed, effective for January 
and February. Data announced by 
Sears, concerning this issue, is inter- 
esting. The average price decline for 
all lines of merchandise shown in the 
book is 9.2 per cent under the fall 
and winter general catalog. The com- 
pany states that this is the smallest 
average decrease between catalogs 
shown in about three years. 

The harness section is given more 
attention, reflecting the definite trend 
toward resumption of the use of horse 
power on farms throughout the coun- 
try. The catalog shows no change in 
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automobile tire prices from those pre- 
viously in effect, including the excise 
tax. The differential between mail or- 
der and retail store prices which was 
established at the end of October is 
continued. 

Summarized price comparisons show- 
ing reductions by merchandise groups 
are announced as follows: Textiles, 
8.2 to 12.6 per cent; leather, 14.8 per 
cent; rubber, 4.7 per cent; copper, 4.5 
per cent; electrical appliances, 13.9 
per cent; enamelware, 11 per cent; 
iron and steel manufactures, 8.8 per 
cent; floor coverings, 10.7 per cent; 
furniture, 13.8 per cent; household 
furnishings, 9.2 per cent. 

As an experiment in merchandising, 
the two largest mail-order companies 
announce that they will shortly dis- 
continue payment of postage on all or- 
ders received by their Minneapolis 
and St. Paul houses. This territory 
was selected for experiment, as its 
boundaries happen to be exactly the 
same in the case of both companies. 
Heretofore postage has been paid in 
all territories on orders totaling $2.00 
or more. Continuance of the experi- 
ment is said to depend on whether 
sales in the territory hold up well 
enough to furnish additional profit, and 
if the plan succeeds, its extension to 
the rest of the country seems logical. 


Railroad and Motor News 


The railroads have concluded an 
amicable arrangement with their work- 
ers to extend to October 31st the pres- 
ent agreement providing for a 10% re- 
duction in the basic wage rate. The 
record of carloadings for recent weeks 
demonstrates sustained traffic, the ton- 
nage for the first three weeks of De- 
cember reaching within 6% per cent 
of the corresponding November period. 

With steel operations at the year- 
end reduced, by general holiday shut- 
downs, to a rate of only 12 per cent, 
January is expected to bring sure im- 
provement. 

Automobile manufacturers are keep- 
ing up good assemblies of new models, 
and December output probably ap- 
proximated the 111,141 units for July. 
For January the outlook for similar 
continued activity is most promising. 


Credit Relief Calls Drop 


Borrowing from the Reconstruction 
Finance Corporation in the month of 
November was nearly fifty per cent 
lower than in October, although its 
funds were still issuing at the rate of 
approximately $3.00 a month per 
family for the entire population. 

The Corporation on December 24th 
announced a blanket reduction of one- 
half of 1 per cent in its interest rate 
on all types of loans except the 3 


per cent charge made to states and 
municipalities for direct relief. 


Clearings Gain, Failures 
Decline 


Bank clearings at 47 leading cities 
of the United States, as reported by 
Bradstreet, totaled $4,909,716,000 for 
the week ending December 21st. This 
is a gain of 20.9 per cent over the 
preceding week but a dcline of 28.5 
per cent from the week of December 
24, 1931. 

Bradstreet’s weekly clearings index 
rose from 36.8 to 44.8 per cent of the 
1928-30 average. This index, after 
a long horizontal movement which be- 
gan in June, has shown a consider- 
able disposition to rise during the past 
few weeks. 

Contrary to seasonal expectations, 
mercantile failures declined sharply 
during the week ending December 15th. 
The 458 defaults reported by Brad- 
street were 34 less than in the preced- 
ing week and the lowest since No- 
vember 17th. The total, moreover, was 
nearly 100 below the number for the 
corresponding week last year. There 
was a consequent drop in the weekly 
failures index from 102.4 to 94.5 per 
cent of the 1928-30 average. 

Bank failures at 18 continued at a 
low level’ and compared with 19 for 
the previous week and 59 in the cor- 
responding week of 1931. 


Commodities Drop Fraction- 
ally 


The U. S. Bureau of Labor Statistics 
announced its index of wholesale 
prices for the week .ending December 
17th at 63.0 per cent compared with 
63.1 for the week ending December 
10th. The average for all of No- 
vember was 63.9, compared to 64.4 
for October, 1932, and 70.2 for No- 
vember, 1931. 

The Annalist weekly index was also 
down ¥% point. Declines in wheat, 
steers, hides, bituminous coal and the 
petroleum group accounted for the de- 
cline, only partly offset by higher cot- 
ton and beef. 


November Employment 

Figures 

According to report of the U. S. 
Bureau of Labor there was a decrease 
of 1 per cent in employment and 3.1 
per cent in payrolls during November, 
based upon figures of 17 major in- 
dustrial groups with 67,884 establish- 
ments employing nearly 444 million 
workers. Forty-three of the 89 manu- 
facturing industries included in this 
monthly employment survey reported 
increased employment, and increased 
payrolls were reported in 28 indus- 
tries. 
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are YOU 


Goine TO 


Make 
Money 


IN 


1933? 


STUDY THIS 
td and learn 
a 





lar feed “Sit It has come to be a widely ac- 
"a a cepted principal of modern selling to 


ht from one 
reliable saw 
manufacturer and 
each an ideal 
Christmas Gift. 
1. Hand, Rip and Panel 
Saws. 


carefully avoid stocking unknown 
brands—and  subsequently—practice 
in the hardware field has proven the 
logic of selling standardized goods 





2. Compass, Keyhole and 7 ‘ 

Nests of Saws. of recognized reputation that always 
3. Back, Mitre and ‘ ‘ 

Dovetail Saws. pay a fair profit to the jobber and 
ae ky aria dealer—such as Atkins SILVER 
5. Coping Saws, station- 

ey ant sajatabie. STEEL Crosscut, Hand, Metal 
6. Flooring Saws. Saws, Trowels, Piles, etc. 

7. Plasterers’ Saws. 

8. Plumbers’ Saws. P ‘ 

9. Pruning Saws, all The adequacy with which Atkins 
kinds. ‘ 

10. Pruning Shears. advertised products (sold through 

cae Oo, ene jobbers and dealers) fit in to the 


= 
N 


. Wood Saws, com- 
lete, Single or 
euble Brace, with 

Blades. 

13. Hacksaw Blades, 
hana and power. 

14. Non-breakable Hack- 
saw Blades. 

15. Hacksaw Frames, ad- 
justable and solid. 

16. Files, all kinds. 

17. Crosscut Saws, one- 

man, two-man and 

hollow back, also in 

Electric Alloy and 

Sheffield qualities. 


art of modern merchandising assures 
every one full value for his money— 
and establishes your store as head- 
quarters for fine merchandise. 


Dealers who are interested in mak- 
ing a profit in 1933 should check the 
list of Atkins products at the left 

and replenish their stock. Business 
18. Crosscut _ Sew. Hea comes to those who are prepared to 
es and w Tools. ° 
19. Circular y for take care of it. 
electric hand and 
portable bench ma- 
chines. 


20. Narrow Band Saws for 


ponent 0 Our records in support- 


21. Plastering and Cement ing the regular hardware 
Finishing Trowels and . i? 
Floats. trade speaks for itself and 
22. Floor, Cabinet 
Bench, Wall and we respectfully ask your 
BaD r Block continued cooperation. 
23. ll and Cane Demand Atkins from your 
24. Grass Hooks’ and jobber. Accept no sub- 


Ditch Bank Blades. 
25. Saw Sets, lever and 
hammer styles. 
26. Acronite and _ Ferro- 
lite Grinding Wheels. 
27. Machine Knives, all 
kinds. 


stitute—write us if your 
jobber cannot supply you. 




















E.c. ATKINS and Company 


“THE SILVER STEEL SAW PEOPLE” ESTABLISHED 
Makers of highest grade and leading types of all kinds 
of Saws, Saw Tools, Handles, Plastering Trowels 
Scrapers and Specialties 
HOME OFFICE AND FACTORY - - «+ ~~ INDIANAPOLIS, INDIANA 
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No. 1706 Screen and Storm Window Sets 





—F\ Ga 


Illustrations HALF SIZE 


One pair 2 x 2 No. 706 Cadmium Plated Loose Joint Butts with 
Brass Bins. one 114 Hook and Eye. Complete with screws— 
each set packed in an envelope, one dozen sets in a box. Specify 
right or left hand. 


No. 706 Wrought Steel Loose Joint Butts 





2x2 L. H. Illustration HALF SIZE 


Furnished in 2 x 2 size only—not reversible. Specify right or 
left hand. Countersunk for 34 x 7 screw. Bright Steel packed 
one dozen pair in a box. Other finishes one half dozen pair. 


No. 1124 Screen and Storm Window Sets 





PQ 


Illustrations HALF SIZE 


One pair No. 724 Cadmium Plated Screen or Storm Window 
Hangers. One 114 Hook and Eye complete with screws. Each 
set packed in an envelope. One dozen sets in a box. 


(GRIFFIN 


nufacturing Company 


ERIE, PENNSYLVANIA 








Branch Offices:- 


NEW YORK: 45 Warren Sr, BOSTON: 113 PuRCHASE Sr, 
CHICAGO: 162 N. CLINTON St. SAN FRANCISCO: 703 Marker Sr. 
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What's New 


for Retail 


Hardware Stores 


French Sweeper Has 
Removable Dirt Container 


Which may be removed from sweeper 
without fear of dropping dirt or dust. The 
container automatically adjusts itself to the 





depth of the rug. Has two long-bristled 
brushes, one for sweeping all kinds of 
floors, the other for the finest Oriental rugs, 
carpets, hall runners, etc. Brushes are 
easily removed from sweeper. Inside of 
sweeper may be cleaned by removal of 
brushes and dirt container. Bronze bear- 
ing wheels, gear driven; Parkerized and 
plated stain and rust-proof metal parts, live 
rubber safety bumper all around. Avail- 
able in walnut or mahogany finish. Sweeper 
Mfg. Corp., 500 Fifth Ave., New York City. 




















New and Improved Merchandise— 
Display Helps—Sales Liter ature— 
Window Trims— New Packages 


—New Colors—New Deals— 
DL + 6 63 6% eo WREee 

















Standard “Junior” 
Toy Electric Range 


Plugs into base receptacle. Will bake 
and broil, cook foods on surface burners, 
as in regular kitchen ranges. Half the 
height and width of regular kitchen ranges. 
High grade materials, switches and heating 
elements. Buff-ivory porcelain enamel with 
black trims. Oven,9x9x10in. Oven has 
two burners, controlled by one switch. Two 
surface burners, 5% in. diameter each. 
Utensil cabinet with drop floor. The Stand- 
ard Electric Stove Co., 1718 N. 12th St., 
Toledo, Ohio. 





Improved American 
Pinking Shears 
Which pink and cut in one operation, 


have deep cut teeth which zig-zag up and 
down, both blades doing the pinking and 





cutting. The maker states that the shears 
improve with age, cut smoothly and need 
no adjusting. Centerpost accurately ad- 
justed by special machinery. Of attractive 
appearance, made of special high carbon 
steel, high nickel finish. List, $6.50. Dis- 
play stands and cards available. American 
Pinking Shears Corp., 158 Greene St., New 
York City. 


McKinney Carded Hardware Items Mounted on Cards 


List at 10c. each and cost the dealer 75c. 
per dozen pieces, complete with screws. 
Items and screws are electro-plated 
cadmium, with screws so mounted as to 
prevent their coming off, due to handling. 
The four items illustrated are: No. 149 
Corner Irons, No. 039 Corner Braces; No. 
249 Mending Plates and No. 349 T-Plates. 
Corner Irons No. 149 are offered in three 





sizes; 2 in. four to a card, 2% in. two toa 
card and 3 in. two to a card. Corner 
Braces No. 039 are available in five sizes; 
1 in. four to a card, 1% in. four to a card, 
2 in. two to a card 2% in. two to a card 
and 3 in. two to a card. Mending plates 
No. 249 are offered in three sizes: 2 in. four 
to a card, 3 in. two to a card and 4 in. 


two to a card, T-Plates No. 349 are avail- 
able in 3 in. size two to a card. Lot B 
comprising one dozen of each of the twelve 
items enumerated costs the dealer $9.00 
and has a retail resale value of $14.40. 
McKinney Manufacturing Company, Metro- 
politan and Liverpool Sts., Pittsburgh, Pa., 
is the maker. 
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Udylite Black 
Rust Japan 
Resistant Finish 














Hold Back Spring Hinges 


New Sizes and Prices 


Quick, powerful and long lasting action, with little or no dead 
center between the hold back and forward action of the spring 
---has made these Arcade Hinges always popular. 


AND NOW THERE IS A NEW ONE; smaller in size and 
lighter in weight with a substantial reduction in price---the new 
9208 hinge. Write for information and catalog. 


ARCADE ="rays 


ARCADE MANUFACTURING COMPANY, Freeport, Ill. 





== 


. 
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DISTINCTION 

Guests at the William Penn enjoy the pres- 
tige of a good address. a a a From coast 
to coast it is known as a hotel of distinc- 
tion, possessing an atmosphere appreci- 
Yet 
rates are reasonable. a a a William 


ated by experienced travelers. 







Penn Restaurants serve only the high- 
est quality of food at moderate prices. 





me Or B i 


WILLIam Penn 


PITTSESU RGA 


1600 ROOMS...1600 BATHS 
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Improved 


PrireE TOOLS 


More Saleable 


for these 5 good 
Reasons 





ARMSTRONG BROS. Pipe Tools (those marked with the “Arm-and-Ham- 


mer”) are more saleable, are most profitable for dealers for: 


Each is an improved tool—improved in design, accurately made of 
quality materials; a handier, balanced tool that makes work faster 
and easier. 


They comprise the most complete line of pipe tools made—require 
no “fill-ins.” 


They are continuously advertised. 


They command the full price and yield the full profit. 


“hw 


They carry the “Arm-and-Hammer,” the mark known the world over, 
that in every language means, “A Quality Tool.” 

It is frequently said among the hardware trade, “You will never get stuck on 
an ARMSTRONG BROS. Line.” This holds true on ARMSTRONG BROS. 
Pipe Tools which in ten years have become leaders in this field. 


Write for Catalog P-10 


ARMSTRONG BROS. TOOL CO. 
“The Tool Holder People” 
314 N. Francisco Ave., CHICAGO, U.S.A. 


Would You 
/ Take Advice 
From Your 
Competitor? 


He would suggest, naturally, that you show your wares 
in the same old way,*with the same old shelves and 
counters made in the nineties. He knows that the poorer 
your showing the easier his job will be to get and hold 
the trade. Good display helps you. Poor display helps 
the other fellow. 

Little changes and improvements are better than none. 
Haven’t you noticed how even one*new display case or 
table will brighten up a whole store? 

Why not start the year off with at least one new unit of 
equipment. Give the new year a chance to make good 
for you. Do not heed the unspoken advice from your 
competitor but let Heller help you increase your profits 
during 1933. 

We have some money-saving specials that you should 
know about. 


HELLER 


Merchandising Systems 
W. C. HELLER & CO. 


700 Bryant St., Montpelier, Ohio 
Sign in the margin, New York Office: 
tear out ad and mail 20 Vesey Street, 
today. Suite 406 
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Instant Garden Hose Coupling 


Has sliding wedge permitting attachment 
or detachment of hose by slight pressure on 
faucet half of unit. Display unit for 12%- 
in. size complete unit occupies space 4% x 
10% in. Shipping weight 6 lb. Display in 
green, white and black has place for mount- 
ing faucet for demonstration purposes. List 
price 50c. for complete coupling, 30c. for 
faucet half, 20c. for hose half. May be 
used for connecting different type sprinklers 
to hose, for connecting lengths of hose and 
for connecting to various faucets. Guaran- 








teed to pressure of 250 lb. per square inch. 
One inch size lists, 75c. for faucet half, 
50c. for hose half. Instant Sales Co., 2926 
Telegraph Ave., Berkeley, Calif. 





Four Lovell Hand 
Operated Wringers 


Frames, first quality hard maple, var- 
nished. Cadmium-plated metal parts. Rolls, 
12 x 1% in., rubber. Warranted 3 years 
for family use. Illustration shows model 
R-32, RB-32 being the same except that 
it is equipped with Lovell steel ball bear- 
ings. Nos. R-32 and RB-32 suitable for 
round or stationary tubs. Both have re- 














versible waterboards. Model 32 suitable 
for round tubs only, while S-32 is for sta- 
tionary tubs. List prices: R-32, $7.40; 
RB-32, $8.10; 32, $6.90, and S-32, $8.40. 
Only the RB-32 has ball bearings, others 
being equipped with plain bearings. Sug- 
gested retail selling price, list price less 
25 per cent. Dealer discount 50 per cent. 
Lovell Mfg. Co., Erie, Pa. 





Lightweight Skilsaw Model “W” 


Measures 12 in. overall. Designed for 
use on production work and in the shipping 
room. Recommended by the maker espe- 
cially for sawing l-in. lumber. Will cross- 
cut up to 2 x 12’s in dressed lumber. Saw 
blade, 6 in. in diameter, cuts to depth of 
1% in. in wood. Saw base vertically ad- 
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justable for depth of cut. Apron type ap- 
proved safety guard automatically covers 
revolving blade when saw is not in use. Has 
1/3 hp. Universal motor for A.C. or D.C. 
current, 110 volts. Weight 8 lb. Switch at 
handle. High-grade annular ball bearings. 
Equipment includes one combination rip 
and cut-off blade and 15 ft. of 2 conductor 
rubber-covered cord with connectors for 
receptacle. Portable. Skilsaw, Inc., 3310 
Elston Ave., Chicago, III. 





Clark Bros. Bolt Co. Catalog 


Covering bolts, nuts and screws. In- 
dexed. Has data regarding heads, threads, 
weights, etc., and several pages of illus- 
trations showing special and odd-shaped 
bolts. Clark Bros. Bolt Co., Milldale, Conn. 





G.E. 1933 Display Program 
for Edison Mazda Lamps 


Includes this de luxe motion display to 
those promptly subscribing to the 1933 dis- 
play service. As the girl in the display 
points to the G.E. Monogram a lamp lights 
back of display and shines through the 
word “Mazda” and the monogram. Lamp 
goes out as arm drops. Exposed lamp then 
lights up as the girl points to the monogram 
on the end of the bulb and to the words, 
“For Good Light at Low Cost.” Motion 
then repeats itself. Gold-finished tray may 
be used for displaying other merchandise 





as well as lamps, etc. Reverse side of card 
on front of tray says, “Need Electrical Sup- 
plies?” Dealer can put in own special card 
if desired. Operates on A.C. or D.C. cur- 
rent. Measures 20% x 9%4 x 24 in. Metal 
base and sides finished in gold. Girl and 
background attractively lithographed. A 
broadside has been issued by the company 
giving distribution dates for material which 
includes: streamers, cutout displays, spe- 
cial crepe paper, carton stacks, lamp hold- 
ers, lamp displays, etc. “Believe It or Not” 
drawings by Ripley are included in the 
service. Children, comic figures, attractive 
girls, etc., are among the illustrations used. 
Entire service costs dealers $2.00 without 
lighted metal base or $3.00 with new lighted 
metal base for displaying and illuminating 
cutouts. Sales Promotion Department, Gen- 
eral Electric Co., Nela Park, Cleveland. 





Shakespeare Reels 


Acme, list, $1.20, level winding reel, has 
solid brass frame, heavily nickeled, black 
Burlite-paneled head disc. Shakespeare 
compound type gear train, giving correct 
speed ratio between level wind and spool so 
that line is laid evenly. Gear staff bearing in 
head plate supports drive gears so that they 
are firmly held at either end. Long bal- 
anced crank has two black Burlite grips, 
swivel-riveted on. Gears accurately cut 
from hard-drawn brass with pinion cut 
from solid steel. Level wind has manganese 
bronze carriage block running on a hard, 
nickel-silver carriage screw. Click has cad- 
mium-plated ratchet and pawl of hardened 





steel with phosphor bronze actuating spring. 
Burnished steel spool journals run in ac- 
curately sized, open-end phosphor bronze 
bearings on one end of reel, and on hard 
surface polished Burlite on other end. List 
$1.20. Other recent additions to the Shakes- 
peare line are: Black Knight, list $1.50; 
Merrimac, list $2.40; Silver Swan, $1.80, 
and True Blue, list $2.00. Discounts, 35 to 
50%. Shakespeare Co., Kalamazoo, Mich. 





Osborn No. 1773 Steel Wire 
Scratch Brush Assortment 


Contains 24 brushes, straight back, solid 
block 4% x 1 11/16 in., 5 by 10 rows, 
1 3/16 in. trim. Suggested retail selling 
price each brush is 10c. Attractive display 
box for window or counter use. Each dis- 
play packea in individual corrugated con- 
tainer. These handy size steel wire scratch 
brushes have a wide range of uses in the 
home, store or shop. Dealer cost, $1.60 per 
assortment. The Osborn Mfg. Co., 5401 
Hamilton Ave., Cleveland, Ohio. 
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Replacing Wringer Rolls 
Brings Steady Profits 





Thousands of wringers have been sold 
during the past ten years—most of them 
now need or would be bettered by new 
rolls. Many housewives will realize their 
need for new rolls if you let them know 
that you can replace them quickly and 
inexpensively with FRETCHER Wringer 
Rolls. 


A small inexpensive stock meets all re- 
quirements as these rolls may be easily 
cut to desired lengths. They are made | 
of long-lived quality rubber guaranteed | 
not to break loose from the shaft. We 
have a money-making proposition for 
Jobbers and Dealers. Write for literature 
and full particulars. 











While servicing wringers you can readily make an 
extra sale and an extra profit by selling a 


Fretcher “Slip-On” Tub Hose 


which saves the housewife much time and labor 
in filling the washer. Made with enlarged end 
which is easily slipped on to either the hot or cold 
water faucet and “stays put.” Write for our 
money-making proposition. 


FRETCHER’S INC. 


211 Glasgow Ave. Akron, Ohio 








HOPPE’S No. 9 is a 
Quick Money Maker 


Hunters and Sportsmen go to 
hardware Dealers for their ammu- 
nition. 

All these gunners know that 
HOPPE’S NO. 9 is the cleaning 
compound which easily removes 
leading, metal fouling and powder 
residue from gun bores and keeps 
them Rust Proof. 


Put one of our Small Displays on 
your counter. It will turn quickly, 
and make good profits for you. In 
2 oz. Bottles. 


i 


OPPE 


H ES 
[UBRICATING 
ou 





HOPPE’S LUBRICATING OIL 
the oil that won’t gum—is best for moving 
parts of guns, fishing reels, clocks and all 
household purposes. In 1 and 3 oz. cans. 









Write for a supply of our Gun Cleaning 
FREE 


Guides, imprinted, to give to your customers. 


Ask Your Jobber for our Small Displays 





FRANK A. HOPPE, INC. 
2314-H N. 8th Street Philadelphia, Pa. 

















There's Always @ 
READY MARKET 


for 
HOUSE FURNISHINGS 


Housefurnishings judi- 
ciously merchandised 
carry a neat profit. This 
steady income acts as a bal- 
ance for seasonable items. 
Furthermore, Housefur- 
nishings play a large part 
in inducing women to pat- 
ronize the neighborhood 
hardware store instead of 
department stores. 


Read the editorial and 
advertising pages of Hard- 
ware Age and keep posted 
on this line. 





Hardware Age 


239 W. 39th St. N. ¥.G, 
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KEYSTONE Copper Steel Sheets 
in Hardware and Supply Trades 
Use sheets of recognized reputation and 
value. For roofing, siding, gutters, spout- 
ing, air conditioning systems, and gen- 
eral sheet metal work—Keystone Copper 

Steel gives maximum rust resistance. 

Insist upon AMERICAN Black Sheets, 
Keystone Rust Resisting Copper Steel 
Sheets, Apollo Best Bloom Galvanized 
Sheets, Galvannealed Sheets, Heavy-Coated Galvanized Sheets, Formed 
Roofing and Siding Products, Terne Plates, etc. Write for information. 


This Company also manufactures U SS STAINLEsS and Heat Resisting Steel Sheets 
and Light Plates for all uses to which these products are adapted. 


AMERICAN SHEET AND TIN PLATE COMPANY, Pittsburgh, Pa. 


Ka SUBSIDIARY z UNITED STATES STEEL CORPORATION | 


69 





























Stanley No. 21 Combination 
Try and Mitre Square Improved 


Now has a level and scratch awl added. 
The maker states that the blade cannot 
come off accidentally but may be easily 
removed for use as a straight edge. Blade 
may be reversed face to face permitting 
right to left and left to right readings in 
inches, 8ths, 16ths, and 32nds on inside 
edge of square. Blade, heavy, narrow type, 
highly polished with edges ground smooth, 
square and parallel. Fine, deep gradua- 
tions and double line, open-face figures. 
Head fitted with proved level glass. Hard- 
ened scratch awl retained in the head by 
split brass bushing, which cannot rust or 
work loose. Two sizes: No. 21, 9 in., list 
95c.; No. 21, 12*in., list $1.00. Packed 
individually. The Stanley Rule & Level 
Plant, New Britain, Conn. 





Nesco Steam Cooker 


In Royal white triple-coated enameled fin- 
ish, made to sell at a popular price. Allows 
cooking of several dishes at a time. Said 
to promote retention of vitamines of food 
being prepared. National Enameling & 
Stamping Co., Inc., 270 N. 12th St., Mil- 
waukee, Wis. 





Additional Wheeling 
Galvanized Square Tubs 


No. 60, “Junior Tub,” capacity compar- 
ing with regular No. 0, No. 6A, “Tubette,” 
smaller size and No. 6AS, “Totetub,” same 
size as “Tubette” but with strong wire bail. 
Dealer cost per dozen: No. 6A, $3.60; No. 
6AS, $3.60; No. 60, $4.60; No. 61, $6.50; 
No. 62, $7.10; No. 63, $7.87. Suggested retail 
selling prices: No. 6A, 49c.; No. 6AS, 49c.; 
No. 60, 59c.; No. 61, 79c.; No. 62, 89c., 
and No. 63, 99c. Wringer attachments on 
Nos. 61, 62 and 63 available at $7.10, $7.70 
and $8.47 per dozen respectively. Two red 
bands on same numbers 80c. extra per 
dozen. Stiff wood roll handles, $1.00 per 
dozen extra. The Wheeling Corrugating 
Co., Wheeling, W. Va. 
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New Carborundum 
Individual Cartons 


In red, green and white. Carborundum 
No. 66 knife sharpener and its new carton 
illustrated. Other items put up in the in- 
dividual cartons are: Carborundum Brand 
57 file; general purpose stone No. 198; No. 
66 and No. 76 knife sharpeners and No. 46 
home and sharpening stone. The Carborun- 
dum Co., Niagara Falls, N. Y. 








Universal Fruit Juice 
Extractor No. 40 


Of polished aluminum, has rubber feet. 
Packed in attractive colored displays car- 
ton. Weight packed, 2% lb. Ample room 
beneath nozzle to admit large container. 
By withdrawal of easily removed large pin, 
juicer may be separated into three parts 
for rinsing under faucet. Landers, Frary 
& Clark, New Britain, Conn. 








Shelton Overhead 
Adjustment Plane 


Has locking device said to eliminate chat- 
ter, even when cutting cross grain. May 
be used as smooth or block plane, because 
of tight adjustment. Cutter of highest 
grade crucible tool steel, hand honed after 
being ground. Body of gray iron, machined 
and polished on sides and bottom. Screw 
machine parts of brass. Mahogany finished 
handle and knob. Plane, 814 x 2% in. 
Cutter, 13%, in. wide and .085_ thick. 
Wrapped and packed individually in card- 
board boxes, cartons of one dozen. Weight, 
26 lb. to carton. Suggested retail selling 
price, $1.50 to $4.00. The Shelton Basket 
& Tool Co., Shelton, Conn. 


Circular Shows Cornell 
Rolling Grilles and Gates 


The grilles illustrated providing safety 
against trespassing, while admitting the en- 
trance of “Ifght and air, and permitting 
vision. Some of the many uses for installa- 
tions of this kind are illustrated and de- 
scribed in the folder. The circular points 
out their particular value in summer homes 
and in homes located in southern climates. 
Specifications and prices available from 
Cornell Iron Works, Inc., 3610 13th St., 
Long Island City, N. Y. 





Northwestern Barb Wire Co. Has Dealer Service Truck 


This practical cooperative unit for dealer 
and wholesaler has been put into service by 
the Northwestern Barb Wire Co., Sterling, 
Ill. Its primary purpose is to introduce 
to the trade the new commodities manu- 
factured by the company. It is driven by 
men who are capable of discussing the 
modern dealers’ merchandising plans. At 
the discretion of the sales department, the 
service truck is routed into different terri- 


tories, and while there, the salesman of 
the territory works with the truck. 

It carries a complete line of packaged 
nails and staples, hand wire assortments, 
stove pipe wire.and clothes lines. Along 
with the new line of products, it also car- 
ries actual samples of all products manu- 
factured by the Northwestern Barb Wire 
Co., such as poultry netting, fence, and 
gates, barb wire and bale ties. 
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McKINNEY 


CARDED HARDWARE 








In addition to our original line of twenty items we 
have added Corner Irons in 3 popular sizes, Corner 
Braces, 5 sizes, Mending Plates, 3 sizes and Tee 
Plates, 1 size, Cadmium finished, complete with 
screws, which a careful survey shows will meet a 
ready demand. 





McKINNEY MANUFACTURING CO. 





This new “Line B” comes in assortment packages of 
1 doz. each, of the 12 items. 


Displayed on open tables McKinney Carded Hard 
ware sells rapidly and profitably. Send for folder 
and discounts. 


PITTSBURGH, PA. 





i 


You can handle our line at a profit! After 
all, that’s everything! We’re willing and 


ready to convince you. 


SALLEE BROTHERS 


Hickory Handle Manufacturers 


Pocahontas, Ark. 


“From treadmill to modern plant production” 




















HAND HAMMERS 


OF THE QUALITY TYPE 
TROW & HOLDEN CO. 


BARRE, VERMONT 














Stop in 


We will be glad to help you 
with your sales problems 


Hardware Age, 7°°%2°"5~ 

















(1 GRAB THE BIG — Fp 
ONES AND THE €: oe 
LITTLE ONES poe A 


ARE EASY 





YOU CAN MAKE :MORE MONEY WITH 


FLORENCE 


Ovens : Gas Ranges 


Oil Ranges: 
Heaters and Range Burners 
FLORENCE STOVE CO., GARDNER, MASS. 


ESTABLISHED 1872 





Only | e.. 
> ~=Nationally ~~ 
Advertised 


Pruner! 


Distributors: 


JOHN H: GRAHAM & CO., Inc. 
113 Chambers St., N. Y. City Three-Ousci 
565 W. Washington Blvd. Chicago of e Cental 


JANUARY 5, 1933 


Easiest Cutting reer Made 


SEYMOUR SMITH & SON., 


OAKVILLE, 





PRUNER 


wap 


OTHER 
PRODUCTS 
Hedge Shears 
Tree Pruners 
Grass Shears 


Lopping Shears 


easily cuts ¥% oe >d . SHAH twigs 
n't pinch 


bissaedetl by 


etek: 
| t ng action. Positively 
tratic Retails ca 50 


IN or 


CONNECTICUT 
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Mirro Aluminum Cooky Press 


Together with Mirro aluminum cooky 
sheet offered in attractive package. For 
turning out fancy shapes in rich butter 
cookies. May also be used to make tarts, 
pretzels, bread sticks, etc. Cooky sheet of 
hard-rolled aluminum. Aluminum Goods 
Mfg. Co., Manitowoc, Wis. 





Stainless U.S. Lava 
Enameled Ware Line 


Outside finish being a green pebbled ef- 
fect on a white background and the linings 
are white. Broad, flat heating surface of 
the bell bottom style. Line includes: tea 
kettles, covered cooking kettles and pots, 
double boilers, coffee percolators, sauce 
pans, dish pans and other staple items. 
Refrigerator storage pitchers are also in- 
cluded in the line. United States Stamping 
Co., Moundsville, W. Va. 





Silentaire Window Muffler 


Series 50-M, all-metal installation, has 
self-contained frame and interior construc- 
tion designed for maximum sound absorp- 
tion with improved ventilation control, says 
the maker. Complete unit mounted on in- 
side of window. Instant removal or replace- 
ment. Series 60-G glass installation uses 
principle of sound-reflection, permitting 
clear vision. Outside reflector, heavy curved 
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glass scientifically focused to exclude sound 
waves, says the maker. Quickly detached 
or put in place. Both types for double 
hung windows. Truscon Steel Co., Youngs- 
town, Ohio. 


Couch “Handifone” 


Small desk type hand phone for two- 
station service. List price $6.50 per pair, 
in attractive box with 40 ft. of three-con- 
ductor No. 20 B & S gage inside wire, one 
dozen Blake insulated staples and an in- 
struction sheet. Guaranteed to work if in- 
stalled according to manufacturer’s instruc- 
tions. For home, factory and office use as 








well as for children. Finished in pistachio 
green and ivory with Chinese red button 
and cord. Dealer cost, $4.30 per pair. 
S. H. Couch Co., Inc., North Quincy, Mass. 





Nu-Way Noodler 


For preparing egg noodles in the home. 
Comprises metal bowl fitted with wooden 
handle, and special rotor unit for forming 
and ejecting noodles. To operate batter 
is poured into bowl, cover screwed on and 
noodles formed directly into soup or boil- 
ing water. List price, $1.25. Packed six 
to shipping carton, with attractive counter 
display stand. General Hardware Corp., 
240 N. Milwaukee St., Milwaukee, Wis. 





Rubyfluid, Soldering Paste 
and Acid Core Solder 


Both containing Rubyfluid soldering and 
tinning flux. Soldering paste in 2-0z., 8 oz. 
and 1-lb. cans. The maker states that it 
does not corrode, nor give off objectionable 





fumes, and that joints made with it are 
tight, clean and lasting. Rubyfluid Acid 
Core Solder is said to flow smoothly with- 
out sputtering and to make strong and 
clean joints. In 1, 5, and 20-lb. spools. 
The Ruby Chemical Co., 58-70 McDowell 
St., Columbus, Ohio. 








Sev Whirlpool 
Drain Cleaner 


Opens up stopped drains by water pres- 
sure. Solid brass metal parts, standard 
hose connections. Slip-joint for smooth-end 
faucets, %4-in. heavy-duty molded hose, 
tested to 150 lb. water pressure. Tubular 
brass connection with lock nut attaches to 
heavy-duty, drain-like kitchen sink, water- 
tight. Interchangeable with rubber cup for 
smaller drains, toilets, etc. Packed in eol- 
ored counter display carton. Shipping 
weight about 2 lb. List price, $2.50. Sev, 
Inc., Buffalo, N. Y. 





Seymour Smith “Clean- 
Clipper” Grass Shear 


Has unbreakable malleable iron handles 
designed so that shear can be worked with 
either hand, over or under the handles. 
Blades of special glass, hard cutlery steel 
with hollow ground thin edges. Fitted with 
bronze bolt and spring washer. Blades 
open up so that they will cut their entire 
length. All parts rust-proof. Has durable 
chrome finish. Grips are black enamel. 
Shears packed in handsome individual dis- 
play boxes. List, $1.50 each. Seymour 
Smith & Son,Inc., Oakville, Conn. 





“Service X-It” 
Convenience Outlet 


For use in wooden floors, baseboards, 
mantels, show windows, etc., where outlet 
is free from mechanical injury or moisture. 
Comprises box body, receptacle and brass 
cover plate. Body equipped with clamp for 
holding armored cable. Furnished standard 
in 180 deg. type. Available in 90 deg. type. 
Installed by drilling single hole in floor, 





inserting X-It in hole and securing flanged 
cover plate by two flat head screws pro- 
vided. Steel City Electric Co., 1207 Col- 
umbus Ave., Pittsburgh, Pa. 
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ed Sh ield’ a 
Red Shield DRILLS 


in actual red 
color is stamped 
on each drill. 


THE STANDARD Toot (0. 


CLEVELAND 
New York Chicago 


























ANN-OUNCEMENT 


re new Oil Color plant is now completed 





and in production on the new standard sizes of Oil 

Colors—'2 pints, quarts, and gallons. We are also 
continuing our full line of Oil Colors in Tubes. Increased 
production places us in position to quote the lowest prices 
in the industry. Write us before placing your Oil Color 
requirements. =e 





THE SHEFFIELD BRONZE POWDER & STENCIL CO. 
5817 KINSMAN ROAD, CLEVELAND, OHIO 








NEW 
SELLING POSSIBILITIES 


Are constantly being created for dealers who 
apply the Bunting method of retail hardware store 
advertising. 

The acquisition of but one family’s business each 
month is all that is required to consider this pro- 
gram profitable! It assures the dealer of constant 
contact with his trade area. 


THE BUNTING SYSTEM 
NORTH CHICAGO, ILLINOIS 





Put Yourself in the Housewife’s Place 


Sell her on the labor a Hill Lawn Clothes Dryer 
saves: No walking—no lugging basket of clothes 
around—no line to put up in cold weather. That’s 


why the “HILL” is 







Easy to Sell 


Revolving arms bring 
every part cf drying space 


within arms reach. Other 
styles for balconies and 
roofs. Send for Booklet 
which shows full line. 


HILL CLOTHES DRYER CO., Inc., Worcester, Mass. 


(New York Distributor—H. Kornahrens, Ine.) 














For All General Purposes 


in the shop 
and around 
the home 


Coes Genuine “Knife-Handle” Wrench 


is the most adaptable wrench you can sell. Strongest 
tool of its kind. Wonderful grip, leverage and durabil- 
ity. Sizes: 6, 8, 10, 12, 15, 18 and 21 in. Also same 
sizes in Coes “All Steel” Wrench. 





Has Ask your Jobber TRADE 
ggg Bemis & Call Co. (Bx; 
Springfield Mass. — 











The symbol of 


quality in chain 


ufacturer of welded and weldiess chain. 


AMERICAN CHAIN CO., Ine. 
Bridgeport, Conn. 
Makers of the Famous Weed Tire 
Choins. 
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SUELLRLLLLS BEALL 


_ 
6 EVERYTHING 
in IRON, WIRE 
and BR une 


Write for Catalogs and Prices 
The Stewart Jron Works Company, Inc. 
618 Stewart Block, Cincinnati, O. 
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carry anice profit 
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Showing Window Showing Window 
Closed. Manufacturers of Open. 


“Quality Hardware Since 1876” 
Window and Door Specialties 


Tu_E H. B. Ives Co. 
New Haven, Conn., U. S. A. 
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CLASSIFIED ADVERTISING 
RATES 





Positions Wanted and Help 
Wanted Advertisements at Spe- 
cial Rate of one cent a word, 
minimum fifty cents per in- 
sertion. 











Use the “Classified Opportunities Section” to Reach Hardware Manufacturers 
Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 


THE FOLLOWING RATES 
apply to “Business Opportunities,” “Saics 


BOXED DISPLAY RATES 


B tmeh ccccccccccccccccccccc cc oO 
Each additional inch.............. #00 





Accounts Wanted” and “Sales Rep 
tives Wanted” advertisements. 





Set Solid, Minimum of 50 words... .83.00 
Each additional word........... .06 

All Capita)s, Minimum of 50 words.. 4.00 
Each additional word...........- .08 
Allow Seven Words for Keyed Address. 


Remittance Must Accompany Order 


Samples of merchandise, literature, catalogs, etc., will not be forwarded 





Discounts for Classified a 
4 insertions, 10% off, 8 insertions, 15% off. 
Due te the special rate, these discounts de 
not apply on Pesition Wanted er Help 
Wanted Advertisements. 
HARDWARE AGE is published every ether 
Thursday. Forms close Nine Days previous 
to date of publication. 
Address your advertisements and replies te 
HARDWARE AGE, Classified O 
239 West 39th St., New York City. 














BUSINESS OPPORTUNITIES 


SALES ACCOUNTS WANTED 





INVESTMENT OPPORTUNITY: A _hard- 
ware, lumber and building supply business of 
fifty years standing could supply employment to 
capable, honest, industrious employe trained in 
one of these lines with three to five thousand 
dollars to invest in or loan to the business. Ad- 
dress Box B-4, care Harpware Ace, New York 


City 








SALES REPRESENTATIVES WANTED 





Former Hardware Jobbing Executive, 
buyer for 27 years with nationally known jobbing 
house desires to represent a select list of hardware 
manufacturers in the Twin Cities and contiguous 
territory. Have intimate knowledge of jobbers and 
retail hardware business in all its phases and 
ramifications. Wide acquaintance in territory 
mentioned. If you are looking for a man_ with 
long experience, clean record _ demonstrated 
sales ability, write me your proposition. 

Address Box B-24, care of HARDWARE AGE, 
New York City. 





HELP WANTED 


TWO SALESMEN WANTEC — Factory 
representative with outstanding lines requires 
enamel ware man for Massachusetts and one gen- 
eral hardware for Connecticut. If you desire 
permanent connection, know the trade, have 
proper references, and are able to finance your- 
self, write. Commission basis only. Address 
Box B-22, care of Harpware Ace, New York 
ity. 








POSITIONS WANTED 








SALES REPRESENTATIVES 


We have an opening for several manufacturers’ 
agents to represent us to the Hardware Jobber, 
introducing and selling the new Rain Square Lawn 
Sprinkler. Outline territory you cover, furnish ref- 
erences and complete details in first letter. Only 
high grade, well established organizations will be 
considered. 

Address: Hoover Steel Ball Company, Ann Ar- 





bor, Michigan. 











MANUFACTURER’S REPRESENTATIVE 
WANTED CALLING ON HARDWARE 
JOBBERS AND DEPARTMENT STORES TO 
REPRESENT NATIONAL MANUFACTURER 
FOR PATENTED HOUSEHOLD STAPLE 
MARKETED WITH PROVEN ADVERTIS- 
ING PLAN. IN REPLY GIVE DETAILS OF 
BUSINESS HISTORY, NUMBER OF MANU- 
FACTURERS NOW REPRESENTING AND 
ANNUAL VOLUME. ADDRESS B-8, CARE 
OF HARDWARE AGE, NEW YORK CITY. 





SPLENDID OPPORTUNITY for Sales 
Agents calling on Retail Hardware, Housefurnish- 
ing and Furniture stores to sell established line 
having 30-year quality reputation with the trade. 
Territories available in Pennsylvania, New Jersey, 
New York, Delaware, Maryland, West Virginia, 
Virginia, Mississippi, Kentucky, New England 
States. Address Box J-994, care of Harpware 
Acz, New York City. 











MANUFACTURER’S AGENT — Calling on 
wholesale hardware, mill supply, contractors and 
industrial States of Florida, Georgia, Alabama, 
South Carolina. Would consider taking several 
lines, commission basis. Advise what you have, 
will then give outline of opportunities these States 
and if profitable to have representative. Address 
Box H-107, care of Harpware Ace, 1319 Park 
Blidg., Pittsburgh, Pa. 

SALES ACCOUNTS WANTED—Manufactur- 
er’s representative, 41 years old, with more than 
twenty years successful sales experience and best 
of references desires spring, summer and fall lines 
on a commission basis to be sold to hardware, 
sporting goods and electrical jobbers, dealers and 
department stores in Ohio and Western Pennsyl- 
vania. Address Box Al, care of Harpware AGE, 
1362 Hanna Bldg., Cleveland, Ohio. 

EXPERIENCED HARDWARE AND PAINT 
SALESMAN wishes to increase his income with 
added side line on commission basis only. Ter- 
ritory covered—southern New York State and 
eastern Pennsylvania. Will consider any hardware 
manufacturer’s line or any line akin to the paint 
business. If it has merit I can guarantee sales. 
Address Box B-25, care of Harpware Acre, New 
York City. 


REPRESENTATIVE calling on every promi- 
nent hardware store in California, Oregon, and 
Nevada wants additional items to be sold direct 
from manufacturer to retailer. Particularly in- 
terested in items having a rapid turnover. 
dress Box B-21, care of Harpware Ace, New 
York City. 














WOULD like to communicate with distributors, 
agents, or salesmen now covering retail and whole- 
sale hardware, paint and kindred stores, that may 
be interested in taking on as a sideline on com- 
mission basis, our line of patching plaster, concrete 
patcher, household lime, stove lining, soot burner, 
etc. Unlimited territory east of Mississippi River. 
Address Box B-20, care of Harpware Ace, New 
York City. 





ESTABLISHED MANUFACTURER'S REP- 
RESENTATIVES for South, Southeastern, and 
portion of Central Western territory—A good staple 
specialty line that is repeating well. Sells to De- 
partment Stores, Housefurnishings, Janitor Sup- 
ply, Hardware (Jobbing & Retail) Paint and 
Syndicate Trade. State exact territory covered 
and full details. Address Box B-16, care of 
Harpware Ace, New York City. 


SALESMAN WANTED with large acquaint- 
ance among hardware and paint trade, to sell an 
improved type of scraping and spackling tool 
(patent). Tests prove it superior to anything 
now on the market. Good commission. Side line 
only. Write, stating experience, qualifications, 
etc., to Mr. Bless, Room 2410, 1450 Broadway, 
New York City. 











SALESMAN WANTED in various states to 
sell established line of paint brushes. Leads fur- 
nished. Liberal commission basis. Address Box 
J-936, care Harpware Acz, New York City. 
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HELP WANTED 








WITH ALL-A UN D_ GENERAL 
HARDWARE _ EXPERIENCE _ TO 
TRAVEL ESTABLISHED TERRI. 
TORIES IN THE EAST FOR AN 
OLD ESTABLISHED WHOLESALE 
HOUSE. GIVE AGE, EXPERIENCES, 


REFERENCES, _ ETC. CORRESPON- 
DENCE WILL BE KEPT CONFIDEN- 
TIAL. ADDRESS BOX J-969, CARE OF 
HARDWARE AGE, NEW YORK CITY. 














EXPERIENCED HARDWARE MEN located 
within the Metropolitan district of New York 
City will find it to their advantage to register 
with this bureau for positions. e are called 
upon from time to time to fill vacancies in the 
hardware industry and we need clean cut and 
thoroughly experienced young men. No registra- 
tion fee required. 

ASSOCIATED PLACEMENT BUREAU 

152 West 42nd Street 
Wisconsin 7-1802 New York City 


HARDWARE SALESMAN—For factory, real 
estate and store trade in the Metropolitan area; 
an opportunity for an experienced salesman to 
affiliate himself with a growing wholesale hard- 
ware concern in New ba City; liberal commis- 
sion basis. Write stating particulars and ref- 
ences, Box 15, 390 Broadway, Brooklyn, N. Y 








EXPERIENCED HARDWARE PERSONNEL 
with aony years of training in the Hardware 
and alli industries are registered with this 
bureau. Executives, salesmen, clerks and tech- 
nical employees each thoroughly experienced in 
his line. In New York’s metropolitan district 
we are considered the leading employment pas d 
for hardware personnel. If you require ex - 
enced help at any time, please do not hesitate 
to call upon us. We charge you nothing for 
this service. You need but phone to receive 
Prompt attention. Address: 

ASSOCIATED PLACEMENT BUREAU 

152 West 42nd Street 
WIsconsin 7-1802 New York City 


TRAVELING SALESMAN—twelve ears’ 
successful sales experience, wholesale hardware, 
furniture, electrical specialties. Last three years 
representing nationally advertised line to depart- 
ment store, hardware and housefurnishing ac- 
counts in Michigan, Indiana, Ohio. Good follow- 
ing. Forty-one years of age, married. Prefer 
connection with manufacturer desiring represen- 
tation in this territory. Satisfactory references 
furnished as to character and ability. Address 
Box 5, care of Harpware Ace, New York City. 


_HARDWARE MAN, forty years of age, 
single, sober and industrious, thoroughly ex- 
perienced in the hardware business, h 
wholesale and retail, desires a position with 
some reputable retail firm as manager or sales- 
man where ability and work will be appreciated. 
Can furnish best references. Middle west or 
south preferred. Address Box J-°05, care of 
Harpware Ace, New York City. 











SALESMAN desires position selling to IIli- 
nois retail hardware and department store trade. 
Cover state thoroughly except Chicago, making 
all towns large and small. ave sold this trade 
for years; am well established and have the deal- 
ers’ confidence. Am reliable and nave a repu- 
tation of being an able salesman. Address Box 
J-977, care of Harpware Ace, New York City. 


SALESMAN—Prominent hardware manufac- 
turer has been obliged to let go an experienced 
salesman because of conditions, and wishes to 
help him secure new position. Age 40, rugged 
health, experience twenty years, well acquainted 
jobbers, Northeast, also through South to Texas. 
High type, ambitious worker, highest character 
and ability. Address Box J-996, care of Harp- 
ware AGE, New York City. 


SALESMAN with fifteen years’ experience in 
calling on the hardware and housefurnishing, and 
co-related outlets of trade, both wholesale and re- 
tail, in New England, New York State, and ad- 
jacent territory where I am well acquainted and 
favorably received, desires connection with rep- 
utable manufacturer. Single, age 35, and in posi- 
tion to travel. Address Box B-19, care of Harp- 
ware Ace, New York City. 


BUILDERS’ HARDWARE SALESMAN: Over 
twenty years’ experience in New York State, New 
{oteey Pittsburgh and Canada representing a 
eading buiider’s hardware manufacturer. Best 
references. Traveling preferred. Address Box 
B-11, care of Harpware Ace, New York City. 
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THE ADVERTISERS INDEX is published as and not as @ part of the advertising contract. Every care will be taken to index correctly. 
No eee will made for errors or failure to insert. 
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CLASSIFIED OPPORTUNITIES 











POSITIONS WANTED POSITIONS WANTED POSITIONS WANTED 


HARDWARE AND PAINT MAN — Nine 
years’ experience as store manager—38 years 
of age, sober, industrious and thoroughly experi- 





HARDWARE SALES EXECUTIVE with BUYER AND MANAGER for fifteen years 
enced in wholesale and retail hardware, desires thirteen years’ experience in actual and successful | with large Southern Shelf and Heavy Hardware 
position with some reputable retail firm as man- salesmanship, sales-management, and promotion, | and Mill Supply house seeks connection in any 
ager or salesman where ability and work will be | !§ seeking permanent connection with hardware | capacity. Good executive and organizer also a 
appreciated. Best references. South or south- | Jobber desiring to increase and build up sales. | good detail man. Always earned good dividends. 
east preferred. Address Box B-18, care of Harp- Unquestionable references. Address Box B-13, | Address P-x B-7, care of Harpware Ace, New 
ware AGE, New York City. care of Harpware Ace, New York City. York City. 











SALESMAN LIVING IN CONNECTICUT 
with very large and valuable acquaintance over 
twelve years in Connecticut, Massachusetts, HARDWARE BUYER: Wholesale. Forty-two SAILESMAN—Ohio resident, 35 years of age, 
Rhode Island and Vermont among leading man- | years of age, married. Fourteen years’ purchas- | married; acquainted with hardware and drug 
ufacturers, mills, hardware and mill supply con- | ing experience. Capable, reliable and competent. distributors, also chain stores and department 
cerns. Wishes to represent a manufacturer of | At present employed but wish to make change. | stores throughout West Virginia, Ohio, Michigan, 
merit. Have been successful. Can furnish high- | Twenty years’ of wholesale hardware experience | Indiana and Kentucky, desires specialty _ line. 
est references that will stand the acid test. Ad-| with two jobbers. Will go anywhere. Have ex- | Eight years with last last employer. Best of ref- 
dress Box B-23, care of Harpware AceE, New | cellent record and ref-rences. Address Box B-10, | erences. Address Box B-12, care of HarpwarE 
York City. . care of Harpware Ace, New York City. Ace, New Agere City. 


Put On a“‘Good Show’’ 
In Your Show Window 


It’s surprising what a crowd will stop and Hardware Age is continually reproducing 
look at a window display when a little window displays that show good taste and re- 
thought is mixed with the right merchan- ont onal eeulie 

dise, especially seasonable hardware. & P i 























And if the goods and prices are tempting— Every issue of Hardware Age contains ex- 
you'll succeed in making customers out of amples of effective window advertising. 
sight-seers. Read it—apply its suggestions—put on a 
Need Help? “Good Show” in your Show Window. 


HARDWARE AGE, 239 West 39th Street, New York City 
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Your Customers want 
Products which keep 
Americans at Work 


Moore More sales of American Made goods 

° will mean less unemployment in the 

Push-Pins United States. More people working 

and will hasten good times. Americans 

Push ; today will buy American products. Get 
USA-IESS one or two of our new Small Dis- 

Hangers — and get your share of the 
profits. 


Write us for Descriptive Circular, “Timely Tips,”” How to 
Hang Pictures, to give to your customers. \ » 


MOORE PUSH-PIN COMPANY 
113-125 Berkely St. Philadelphia, Pa. 











SPEED UP 


SAMSON CORDAGE WORKS 


BOSTON, MASS. 


Yate) «an OO) .9 


SAMSON SPOT, PHOENIX and SACHEM brands 


Pr Veoh istaieterlcckelseritlas lates taciairiattie 
“There IS a Difference in Sash Cord’”’ 
OTHER BRAIDED CORDS* COTTON TWINES 


Send for catalogue, samples and selling information 











SALES 


Allith 


ROLLING LADDERS 


like Allith hangers—are always on the 
track. They speed up sales by reducing 
the time needed for each sale. They are 
attractive, durable, roll quietly and run 
freely. Your post card will bring prices 
and information by first mail. 


ALLITH-PROUTY COMPANY 
DANVILLE, ILLINOIS 











“We Wouldn’t Think of Using Anything Else” 
Says Report Coming from Users of 


Rubysluid 


Soldering & Tinning Flux 





The old favorite for 25 years. It’s 
favored because of its superior 
fluxing qualities, non-corrosive fea- 
, tures, and it’s free from —— 
H able fumes. It makes cleaner, 
ese, 1B tighter and more lasting joints. 
FLUX | Fg Now available in 3 forms—liquid— 
eg ougeees \ a Paste—Core Solder. 
Send for free samples. 


nnipcenial 17) The Ruby Chemical Co. 























58 McDowell St. 








Columbus, Ohio 














American King Hammer, Hatchet and Axe Handles are 
selling faster than ever, because the hand shaven, air- 
dried hickory quality is unbeatable and the new transpar- 
ent display envelope presents them in a clean and invit- 
ing manner. 

Write for prices 


AMERICAN HANDLE COMPANY 


Jonesboro, Arkansas 








LOOK FOR THE TRADE MARK 
ON THE SHANK OF THE BIT 


WOOD BORING T00 


Sole Manufacturers of the 
Cenuine Irwin Bit Since 1885 


The Irwin Auger Bit Company 
Wilmington, Ohio 

















DOMES | ment: Packed post ses ietaily 


: doz. known. Seven 

Ld . 
OF SS %” s sizes: 3%”, %”, 
%”: 5”, ", HK", 


SILENCE 1%". New 1%” 
* ~ size. Sizes 1%” to 


> Kz : bs } %” retail at 10c. 
Insist on the § [®: . set of 4. 11%” 15c., 


Genuine — oN and 1%” at 30c. 
q set of 4. Packed as 


Look for ONCE 2 Shown in D19 Dis 
Name Inside i play Assortment, 


also. 
Each Dome 
Refille—TPacked 48 sets of a size %” to 
%” ip a carton; 1%” and 14%”—12 sets in 
Ask Your a a2: also bulk Fg pe %” 
to " in a carton; 1%” and 1%” sets 
Jobber in a carton. 


Domes of Silence, Imne., Sow’ fon ary 








Steel Brick and Mortar Hods 


No. 158 Mortar, No. 162 Brick, 
26”x12” x 11%” deep. 22”xz10"x7” deep. 
Have been used for years because of their strength 
and lightness. No dripping onto the user’s back. 

They are all steel too. 
Present Prices Will Interest You 
Made by 


THE CLEVELAND WIRE SPRING CO. 
E. 38th St. and Hamilton Ave. Cleveland, Ohio 





HARDWARE AGE 











No. 30 COMET. Nickel-plated ball bear- 

ing double tread wheels, rubber cush- No. 40 CLIPPER. Cold rolled highly 

ion flexible, ankle pads and leather burnished steel, rigid support. A good 

straps. No. = is boxed in red dis- skate and a good seller. Leather strap. 
play carton. 


No. 15 OLYMPIC. Bright nickel finish. 
Genuine leather strap. Double row ball 
yer double tread wheels. A popu- 
lar seller. 

% 





A COMPLETE NEW LINE 
WITH NEW LOW PRICES THEY WILL BUY THEM 


IF THEY SEE THEM 
Ki Se A 
Min2estoN 


ROLLER SKATES 


The Kingston Line is built and presented this year to challenge the 
attention of the buying public. Skates of exceptional merit and un- 
questioned quality, convincingly displayed and priced for rapid sales. 
The new Kingston counter and display stand, pictured to the right, the 
attractive Kingston counter card, mounting the actual skate, Kingston 
advertising and dealer cooperation coupled with the finest line we have 
ever produced at a new low price, mean hundreds of pleased customers. 


No. 10 KINGSTON DE LUXE, with Rexite guaranteed wheels, the 
finest skate on the market. Rexite (Long wearing, exclusive) wheels 
are double row ball bearing, guaranteed not to wear out within one 
year from purchase. One size to fit all shoes. All parts highly 
nickeled, with special Silverbright finish. Sheep skin ankle pads. 
Large clock-type key. Skates boxed in attractive 2-color display car- 
ton. Note exclusive points of superiority. 


KINGSTON SKATE DISPLAY STAND 


Neatly made of dark green enameled 
wire, light but sturdy, requiring little 
floor space, this stand puts Kingston 
Skates in their attractive colored car- 
tons out where your trade can see 
and examine them. An effective silent 
salesman. Supplied FREE with every 
order of 24 assorted pairs of Kingston 
fast-selling skates. 


“Proved Best 
By Sidewalk Test”’ 


POINTS OF SUPERIORITY: 


1-Rexite guaranteed wheels. 2 - Double 
row ball bearings. 3- Angle sole and heel. 
4 - Sheep skin ankle pads and heavy leather 
strap. 5 - Bright finished dust cap. 6 - Steel 
support with cushion. 7 - Beautiful high 
luster silver sheen heavy nickel plate fin- 
: er ish, hand buffed. 8- Boxed in two-color 
Write today for prices and our new merchandising plan display carton. 


KINGSTON PRODUCTS CORPORATION KOKOMO, INDIANA 
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No. DEO344,B 
HAY FORK 


——_——_-o— 





No.DEO444 *” 
MANURE 


\ 
/ a WEEDING 
\ \3 > 4 HOE 
—_e———__ \ , _ 
ABLISHED 4 / + 
BA Louis, Use E> In Driving the 
¢ ma SF Handles, Extra 
Rac K PuALS oon x S 


H andles are 
Choice Straight 
Grained White 
Ash, Waxed, 
Polished and Pro- 
tected by Indivi- 
dual Paper Bags. 





No. DEBI4 
GARDEN 


No. DESMO8 
HANDLED COTTON 











Y 
ay” 


Ds 
/ ff VA 
Ak ay 
Hay, Manure and Baling Press Forks have f RY 


this “Snake Shank"’ Which Insures that the 
Handle will Hang Straight and Stick Tight 


Until Entirely Worn Out. oe x é 


No. DEAO!34/, 
HEADER FORK 





Packed with Unusual Care - Open up Bright, No. DE2 PF 


Clean and Attractive - Are Easy to Sell, Sy eae 





Care is Taken to 

Ur 5 See that the Strain 

~ =} in Use will Bear 
DIAMOND EDGE % Properly Against 


f S> S the Grain. 


High Grade Tool Steel is Used Through- 
out the DIAMOWD EDGE Line. The Tools 
are Forged, Tempered and Finished to 


Give the Greatest Service in their Intended 
Use. 


fir a a 
f / sags TPT | e = 
NC) 40) ae) ee 


SPADING FORK —o 





OUR STEEL GOODS STOCK 


1 
iS COMPLETE No. DELGOG 


‘ TC cP \ 10) 4 Me) a aa) 
ASK OUR SALESMAN \i ™’ eo 
TO SHOW YOU NW 


OUR 
FULL LINE 














Shapleigh National Series No. 1782 


HARDWARE AGE 








